he 4 vertising Managers Are Helping to Stimulate Greater War Production 


.. 94 


|DUSTRIAL 


HRAETING 


ING AND ADVERTISING TO BUSINESS AND INDUSTRY 
| ARREARS 






















Four years ago ARCHITECTURAL RECORD was se- 
riously discussing many phases of building now 
crucially important. It's a Godsend we were .. . 
with what is staring war-active architects and 
engineers in the face today... 














Back in ‘38 and ‘39 some folks said the 
RECORD paid too much attention to 
industrial projects, mass housing and 
the like . . . too little to novelty in 
design technique, personalities, etc. 


We're proud to accept that criticism. 


There’s no doubt, back in those days, 
that we did devote extra attention to 
some of “the things to come” as part 
of our well-rounded editorial service. 
That's the very kind of editorial fore- 
sight that has put us so squarely “on 





‘Se aways “ON THE BEAM” 


RECORD. january. 1939, Page 50—''What Does 
Military Design Offer the Architecture of Peace?’’ 
Feature story about making peacetime building 
““airworthy’’ te attack, standards of protection, 
lessons learned from Europe, etc 


RECORD. March, 1942. Page 55—''Precast Con- 
erete in Wartime Builiding.’' Eight page article. 
complete with ‘“‘Time-Saver Standards’ on adap- 
tation of new types of conerete forms te war 
construction, conservation of steel, etc. 











the beam” for what’s worrying war- 
active architect-engineers today. The 
RECORD didn’t have to shift gears to 
give “all out” aid to these busy men 

. all we had to do was speed up and 
intensify what we were already doing. 


Such sensitiveness to readers’ needs 
comes from more than editorial acute- 
For behind the RECORD are 
the extraordinary F. W. Dodge facili- 


ness. 


ties .. . giving us first-hand access to 
the news of the nation’s building, as 
gathered by the 750 Dodge reporters. 


Thus not only do we promptly learn 


what architects and engineers cur- 
rently need, but we are able to audit 
the activity of every RECORD reader 
in actual building dollars. For 1942’s 
first quarter the active building market 


totalled $1,014,719,000 











The RECORD is a known quantity, 
basing its value to you on the solid 
ground of service to, and influence 
with busy creators of war building 
who need your product and your 
“know how.” Who need whatever 
help you can offer them, as fast and 

















WAR BUILDING BOOMS! 


$451,110,000 maRcH sth 


1942 


MARCH 
$349,317,000 sees vat 


Total Building Contracts Awarded — 37 States 














as steadily as you can supply it.. 
via ARCHITECTURAL RECORD 
the one publication concerned with 
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says 
COMMANDER “X”’ 


Naval Officer in Charge of Electrical 











and Mechanical Installation Throughout 








Naval Shore Establishments 


Washington, D. C. supine th Shani ec 


Guest Reviewer of the 




















Advertising in Electrical World “This is on excellent story ~end 

sound. | like the way they 
for March 21, 1942 panded. tallies & cade 
My only suggestion is that they 
the two circles that are at the ex 
bottom near the top — that would 


me get the story quicker. Byt it 
fine job.” 









NO. 19 OF A SERIES 



































vague ads that seem to be run just to 


create an impression . . . he said of one, BUS CONDUCTORS. 


“This is like most general statements — 





Official U.S. Navy Photograph you start to read it and quit when you 
see that it isn’t going to say anything.” ae 

We've reproduced some of the ads 
Commander '"X”’ commented upon favor- 
ably—also a few of his “Brickbats.’’ And 
we'd like to emphasize that here is a case 


@ Commander “X" must remain incog- 
nito for obvious reasons. Burt, believe us, 


he's sm portant to every manufacturer of 





electrical and allied equipment selling the where helpful advertising carries its bene- 


U.S. Navy. For this officer is in charge of fits directly to the fighting forces. These Se 






men in common with a// Electrical CO 


World readers — want help, not ““inspira- secret seme one conten omnes ome 


electrical and mechanical installation 
throughout naval shore establishments. He 
reads Electrical World—has been reading 


it for “Well, say over thirty years—that's as 





tion.” It’s the kind of help that you can 





give them in “how to do it” advertising. “Very fine. Now | ask you, 
that illustration look natural 


far back as I want to remember.” And he Reprints of all 19 of these Guest Reviews available you what it is all about? 
prefaced his remarks by saying that “Some 9 RR. De Ee Cele eee, Sane heading makes it perfectly cleor 

Ive resting as the editorial ia cineca iia al aed those little sketches are simple 
advertising is as interesting as the editor posta 


pages, which sounds like wed been 





priming the pump. (We hadn't! ) 


Commander X" told us that he always 





buys standard equipment, because he can 


get it quicker and it is less expensive. For 


gan 
- . \' \ eS 
ve a \\\ 
: ~* ~~ , 
cS 


that reason, he likes to sce the product 
prominently displayed in advertising and 
terse, fact-full copy that gives engineering 


data. By the same token, he ts against 


— BRICKBATS— 


Those little charts are fine — but why in the world 





didn't they make them large enough to see? 








| think it's @ mistake to make broad claims without 





The only kind of business today is high 











giving some tangible proof 




















priority business .. . and Electrical “This is very interest) 5 ~~" 
if they think I'm going to wade through all this to World has long held a wide and re- like they really have > foe 
find out what the od is about, theyre mistaken! sponsive readership among the ‘‘A-2- “Here's a small ad priority business, but « en sol? 
This is just @ billboard or-better’’ group of buyers . . . Army, that really gives a @ record and the © = 'ts 
Navy, Government, Utility, Construction lot of facts, well themselves.” 
Like most genera! stotements you stort to reod this ond Plant engineers, etc.—the men who presented. It is 
ond then quit when you see thof it isn't going to are responsible for the electrical side of worth reading.’ 







say anything ovr huge war program. 
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udependent Pneumatic Tools 


roduce the PLUS Campaign 


Plan is successful in bringing home to workers the im- 
portance of their work in the war production program 


@ HOW THE industrial advertising 
manager can be of broader service to 
his company, and to his country as 
well, in speeding up the war produc- 
tion effort is graphically exemplified 
by the Independent Pnueumatic Tool 
Company’s “Produce the PLUS” cam- 
paign which is now gaining nation- 
wide attention. It further empha- 
sizes the point that ingenuity, and 
not size of company, is the underly- 
ing requisite for an effective worker- 
morale program. 

metime before Donald Nelson, 
War Production Board chief, aired 


hi nous appeal to American work- 
er 1d management to exert every 
pi il and mental effort toward 
greater production of war goods, C. 
\ . Kirc . 
in Kirchner, sales promotion 
n Independent Pneumatic 
isualized the need for showing 


npany’s workers their impor- 

the war production program 

¢ vugh the tools they are build- 

7 no resemblance to tanks, air- 
P ships, or munitions. 

company’s plants at Aurora, 
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Ill., and Los Angeles, are operating 
on a day and night schedule, and al- 
though conscious of a quickened tem- 
po, the workers, some of whom have 
been with the company for twenty 
and twenty-five years, see only the 
same familiar products come off their 
machines and across their benches. 
No glamor of guns or shells or gas 
masks or countless other implements 
of war to quicken the pulse and spur 
the workers—they are just building 
more and more of what they have 
been making year after year: pneu- 
electric 


matic riveting hammers, 


PRODUCE THE _) lys 


The slogan design is printed in blue and 
red—red on the “plus” to give it full em- 
phasis. It is made available in this size on 
stickers and is embroidered in a 10x4!/2-in. 
panel applied to the back of shop coats 
which are furnished to foremen and assistants 


drills, and numerous related items. 

Production was not lagging, but 
management well knew that Uncle 
Sam’s helpers could press into serv- 
ice every tool that could be turned 
out. There was no desire to put on 
a “speed-up” drive, nor any need for 
one, because Thor workers had always 
been responsive to the company’s ob- 
jectives when they knew them. Thus, 
in talking over the situation with 
Neil C. 
Mr. Kirchner received approval to 
build a program to bring home to the 
workers a better realization of the 


Hurley, Jr., vice-president, 


important role they were playing in 
the war program. 

Being the sales promotion manager 
for a company whose management has 
a broad viewpoint and practical ap- 
preciation of advertising’s function 
even in wartime, Mr. Kirchner uti- 
lized what time he could spare from 
his regular duties to draft a program. 
The original conception was to or- 
ganize the workers as “Victory Vol- 
unteers” and lead up gradually to the 
program with a teaser campaign fea- 


13 

















turing the initials VV in a variety 


of ways to arouse curiosity and 


heighten interest. The idea was de- 
veloping nicely, but slowly on paper, 
when something happened that put 
full steam ahead in back of the plan. 

One night as Mr. Hurley was 
walking through the plant, an elder- 
ly worker who had been with the 
company for 
stopped him and asked: “Mr. Hur- 


many many years, 
ley, are the things we are making 
here doing anything to help win this 
war?” Mr. Hurley assured him they 
were and told him how they were be- 
ing used in the shipyards, in the air- 
plane factories, in the plants turning 
out tanks, and even in the mines where 
all these things get their start as ore, 
and in the very vital job of building 
camps for the men and airports for 
the planes. “Well, that’s fine,” said 
the old man. “I feel better now. 
You know I have a boy in there fight- 
ing and I want to be doing all I can 
back here to help him.” 

That struck home like a bolt of 
Nothing could have dram- 
atized more forcefully the need for 


lightning. 


the program then being developed. 


The next morning Mr. Kirchner was 


The production scoreboard in the recre- 
ation room at the plant entrance keeps |PT 
workers posted as to their daily output. In 
vivid color, the display stands twelve feet 
high; is five feet wide; endless ribbons en- 
able adjustment of the red and blue ther- 
mometers. When production drops below 
quota, the Tokio Kid cutout is placed along- 
side the scoreboard; workers demanded an- 
other showing a few missing teeth and black 
eye for when production goes over the 
top. Workers take an unusual amount of 
interest in their standing in the daily score 


“Victory Volunteers” 
gave way to the more stimulating 


keynote and theme which now fea- 


duction; and 


tures the program—‘Produce the 
PLUS.” From then on things moved 
swiftly. 

The props for the program consist 
of special bulletin boards throughout 
the plant at points of greatest traffic: 
new suggestion boxes, in less conspic- 
uous locations to encourage use by 
even those who might be timid; a pro- 
duction scoreboard in the recreation 
room at the main entrance; a public 


address 


banners for display at entrance to tie 


system, already in service; 
in with posters changed on bulletin 
boards every week; posters for the 
suggestion boxes to encourage partici- 
pation; local advertising 
schedule; local broadcasting schedule; 


employe newspaper; shop coats for 


newspaper 


foremen and assistant foremen with 
embroidered “Thor” on front and 
“Produce the PLUS” on back; serv- 
ice caps for workers printed with 
slogan. Most of this material is il- 
lustrated and described in these pages. 

When the program had been care- 
fully planned and detailed for two 
weeks in advance to insure smooth op- 


eration, it was launched during the 
lunch hour on Thursday, March 26, 











with an announcement over the plant 
public address system and the playing 
of a recording dramatizing Donald 
Nelson’s radio address, thus setting 
the background for the campaign. 
Following was the unveiling of the 
production scoreboard in the recrea- 
tion room and an explanation of how 
it would be used to indicate daily pro- 
duction of tools in relation to the 
monthly quota. 


During the day, the new bulletin 
boards were installed and _ postings 
made of poster No. 1, featuring the 
slogan and a symbolic design of 4 
Thor hammer, and a reprint of a page 
ad appearing in The Aurora Beacon- 
News, local evening paper in the city 
where the plant is located. The ad 
was headed “O.K., Donald Nelson— 
we'll produce the Plus!” and _ the 


J 
A 


. 


UNITED STATES 





At the left is a view of the first workers’ rally held at the Independent Pneumatic Tool Compaty' 
lll., plant shortly after the “Produce the PLUS" program was inaugurated. The gathering ¥* 
by civic officials and the program which included talks by Army and Navy officers wes broad 
station WMRO. Music was furnished by local high school bands. It was here that Lieut. Se 
presented the Ordnance banner to the workers; George Brewer, works manager, is shown #& 


told to push it through with all pos- 
sible speed—and forget the “teasers.” 
Almost simultaneously came Mr. Nel- 
son's appeal for the “plus” in pro- 
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Every piece 
you scrap 
HELPS THE JAP 









ion of posters being used in the “Produce the PLUS" campaign of the Independent Pneumetic Tool Company in its Aurora, Ill., and Los Angeles plants. The first 
he left were produced in five colors by silk screen process while the others were done by offset in two and three colors. Note that the message is designed to 
upon the worker that the tools he is making play an important role in building the implements of war. The posters are made on cardboard and are |Ix!4 inches 








copy declared the workers’ apprecia- and means to increase output by short Planographed copies of the tele- 
tion of the task at hand and their cuts and improved methods. The grams received from Under Secretary 
determination to support their sons, blanks are headed: “Here’s an idea of War Patterson and the reply to 
“4 brothers, friends, and neighbors in of: mine that may help us Produce the him were distributed to the employes 
service with more weapons to work PLUS.” Five dollars in War Savings 
with. “We've been working hard,” it Stamps are awarded for each sugges- 
n ssserted. ‘““We’re going to work even tion accepted. Many valuable ones 
ne harder. From now on our watchword have been turned in. The suggestions 
Id is... “Produce the PLUS!’ Which are handled by an unidentified com- 
ng simply means that every one of us mittee. The foreman in the depart- 
n. will make that exfra effort to turn ment of the worker whose suggestion 
he out the ‘PLUS’ in production so des- is not adopted explains to him the 
‘a- perately needed to win the war. Don- reason it was not thought practical 
yw ild Nelson—we’ll produce the PLUS!” so that there will be no feeling of 
0- [he suggestion boxes also were inattention. 
he erected together with the rules, pads Inasmuch as the plant has both 
of suggestion blanks, and pencils. The night and day shifts, the programs 
in suggestion plan plays an important of the day are repeated at the night ' 
gs part in the program by rung the lunch period. In the case of speakers 
he workers to interest themselves in ways participating during the day, their 
e é « d ; ; ay, 
i talks are recorded and put on the 
ge P.A. system at night. 
-— The bright red suggestion boxes are placed 
nN- f < , > vod 21. ° ° . 
On Friday, the second day, a tele near the lockers and in other inconspicuous 
ty gram addressed to the workers of the spots so that even the timid worker will not 
ad plant from Under Secretary of War hesitate to participate. Suggestion pads are 
o:. a i a h . headed: “Here's an idea of mine that may 
Patterson was read over the P.A. sys- help us Produce the PLUS." Poster sells 
he tem during the morning. It read: the plan of workers offering their ideas 
Independent Pneumatic Tool Company 
tools are turning out fighting weapons for 
our fighting men. Without such tools as 
you make, our fronts would be manned 
by armies without arms. We need more | 
tools quickly, all you can produce. The | 
Army is relying on your soldiers of pro- 
duction to produce and produce until 
New bulletin boards were placed through- victory is won. 
out the IPT plants at points of greatest ; 
traffic. Here are posted the weekly posters, A reply was read as follows: | 
reprint "Pro. 
4 ome a newspaper ads and other “Pro Every man and woman of this company 
uce the PLUS" literature. Notice that a ail , sail aon the | 
oes . : is working at top speed to produce the . 
separate section is reserved at the left for tools the army needs to win the war 
‘ recule ° A ools ‘ Ss ar. | 
b. ve er company bulletins. The initial poster You can count on us to “Produce the 
oy a newspaper ad are shown at the right Plus.” 
“ts Reprints of the ad which appeared 
in ° . 
7; in the local newspaper the previous 
ARMY ‘Si: $O FAR THIS MONTH . ee P ; 
. < Vou Are Ahead of Last Month in day were distributed to the workers. i 
‘ rose. Sar Era It was observed, however, that a num- 
. 4 GS} ,?; : 
= ompany! : x ber of the men and women had al- The scoreboard for the suggestion contest 
ing was ; ready torn the ad from the paper and keeps workers informed on what is happen- 
as broad Supplementing the smaller posters for the d i * he; chi ing in that part of the program. Now on 
eut. Sem duietin boards throughout the plants, large posted if above their machines or an over-all plant basis, the competition may 
rown ace becners are used at points of heavy traffic benches that morning. be set up for each department's showing 
)USTRIAL MARKETING, May, 1942 15 
































































































































Independent Pneumatic Tool Company workers get all the news about the ‘Produce the 
PLUS" campaign and all other employe activities and personal items through the bi-weekly 
"Thor Scoreboard,” snappy four-page, |ix!4-inch lithographed newspaper. It sparkles 
with pictures showing how the tools they are producing are being used in various war jobs, 
and carries letters from former workers relating experiences in the various parts of the service 


Saturday, the third day of the pro- 
gram. 

When the workers entered the plant 
on the following Monday morning 
they were greeted by a huge new 
banner, “Produce the PLUS!” in the 
recreation room. Then to refreshen 
their memory on what had taken 
place the preceding week, they were 
presented with a mimeographed bul- 
letin outlining the complete program 
and its objective, other reprints of the 
newspaper ad and telegrams, and a 
copy of the first poster. Reprints 
of the newspaper ad were also mailed 
to all of the company’s distributors. 

On Thursday of the second week 
a rally was held at the plant at which 
Lieut. Samuel Pace of the Chicago 
Ordnance District presented the plant 
with its official banner. Officers from 
the Army and Navy procurement 
divisions addressed the workers and 
citizens from a flag bedecked stand 
across from the plant. Music was 
furnished by local school bands. The 
program was broadcast over local sta- 
tion WMRO. Following the services 
the officers had lunch and made an 
inspection of the plant, thus dem- 
onstrating to the workers the interest 
of the armed services in their work. 
Announcement of the first winners 
in the Suggestion box Campaign was 
also made on this day. 

Installation of a permanent an- 
nouncement board for showing prog- 
ress of the Sug gestion campaign was 
installed on Friday. While this now 
indicates entire plant participation, it 
is planned to put the competition on 
a departmental basis. The first edi- 
tion of “Thor Scoreboard,” the new 


employe newspaper, was made on this 


day. Originally 9x12 inches in size, 


16 


it has since been enlarged to 11x14 
inches. It has five columns to the 
page and is full of pictures of events 
in connection with the program and 
other personnel activities; pictures of 
Thor tools being used on war work; 
an inquiring reporter column with 
pictures taken by a girl in the plant; 
day by day reports from the produc- 
tion scoreboard; suggestion box win- 
ners and some of the suggestions; the 
current newspaper ad; letters from 
former workers now in the service; 
a cartoon by the editor, R. E. 
Wright, assistant sales promotion 
manager; and personal items. The 
paper is produced by offset on unfin- 
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Newspaper ads featuring father and son, 
each doing his war job, one at the front, 
the other at the machine, dramatize the 
importance of the tools being built by In- 
dependent Pneumatic Tool Workers and let 
all the community know of their war effort 





ished stock and has a sparkling ney 
appearance. 

And that’s how the “Produce t! 
PLUS” program got under way. li 
terest is maintained by new poste 
and banners each week; the hou 
organ; announcement of suggesti: 
awards; weekly newspaper ads; ar 
announcements and timely bullet 
over the P.A. system. The newspap 
ads are utilized to keep the comm 
nity conscious of the workers’ effort 
as related to the war program an 
to bolster the morale of the workers 
by. letting the citizens know how 
important their work is. Copy now 
being used in these ads features a 
father at work in the plant and a pic- 
ture of his son in the service, with 
headlines such as “Combat Team— 
in Our Fight for Freedom,” “Two 
on the Job to Win the War,” etc. 
Reprints of these ads are posted on 
the bulletin boards and copies given 
to all workers. 

Typical of use of the P.A. system 
was the reading of a cablegram the 
company received from its represen- 
tative in the Philippines, and reply, 
that he had joined the VU. S. forces 
and at a later date that his wife had 
been captured by the Japs and put 
in a concentration camp. A telegram 
to the workers from Under Secretary 
of War for Air Lovett also was read. 
These announcements are made dur- 
ing working hours for both the day 
and night shifts. 

Supplementing these activities, the 


"4 


company will soon inaugurate 4 
weekly fifteen-minute broadcast over 
the local station. The program now 
planned will consist of interviews 
with workers in the plant and in their 
homes in which they will tell about 
the work they are doing and about 
their relatives or friends in the serv- 
ice. Arrangements are also being 
made to have former workers now in 
the service go to the nearest broad- 
casting station and record a ten min- 
ute interview which will be used on 
the plant P.A. system and in some 
of the broadcasts. In these inter- 
views the men will relate their experi- 
ences and include comments concern- 
ing the job they see Thor tools doing: 
For use in connection with che 
broadcasts and P.A. announcements 
the sales promotion department 
had built a special unit which can be 
used for recording, playing, and 4”- 
nouncing simultaneously. 
Considerable interest has been 
(Continued on Page 100) 
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UNION STEEL 
PRODUCTS 


Rising costs are a problem of all manufacturers, so the new Union Steel Products catalog of 
bakery equipment is promoted in publications reaching the baking industry with copy stressing 


the cost-reducing features of the equipment and its “how to" contents of more than 300 items 


New Catalog Simplifies Sales and 
Production Prollems 


Technique facilitates selection of better grade items 


and relegates unprofitable numbers to the background 


@ FIVE GOALS were set up when 
work started on the development of 
a new catalog for Union Steel Prod- 
ucts Company’s bakery equipment 
division. They were: 

|. Make it a selling book rather 
than just a listing or specification 


book 


> | 


2. Make it easier for a person un- 
famiiar with it to find what is 
wanted 

3. Step up dollar volume, increase 
unit e. 


4. ‘improve appearance, modernize. 

J rect many production prob- 
lems by eliminating small volume 
iten t do this without making it 
look ough fewer items were avail- 
abk lso make it easier for sales- 
men escribe special equipment to 
be | 

I ay sound like a big order 
but ch goal was analyzed it was 
disco { that in attaining one goal, 


consi le progress had been made 
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By C. D. DAVENPORT 


Advertising Manager, 
Union Steel Products Company, 
Albion, Mich. 


toward another. When the prepara- 
tion of a catalog is approached in this 
way, it is surprising how much more 
interesting is the work, and how 
much more the resulting catalog can 
accomplish. 

Goal No. 1 was the most impor- 
tant, to make it a selling book from 
cover to cover. Notice, however, 
that in striving for this goal, consid- 
erable headway was made toward 
Goal Nos. 2, 3 and 4. 

A cover design was selected that 
would give great prominence to the 
company name and infer the type of 
equipment covered by the catalog. 
Use of the large words “UNION 
STEEL” provides quick identification 
and they stand out very prominently 


when an illustration of the book is 
used in publication advertising. The 
sketch of the man pushing the rack 
immediately tells the baker or jobber 
salesman the type of equipment in- 
cluded (Union Steel Products Com- 
pany also makes other items for the 
baking industry such as ovens, process 
air conditioning, etc., on which sep- 
arate literature is provided). 

Keeping in mind at all times by 
whom the majority of the catalogs 
would be used—the bakers—the book 
is built to serve them better. For 
example, the cover is laminated to 
give maximum protection from 
grease, flour dust, syrups, etc. 

Thinking from the bakers’ point 
of view, a minimum space is used to 
establish confidence in the company 
behind the product. One page is 
used where formerly five or six pages 
were devoted to this subject. Then 
the catalog dives into the job of sell- 


ing by showing and explaining the 
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SUPREME QUALITY” PROOFING RACKS 
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__ mon Steel OVENs 


The new Union Steel Products Company catalog on bakery equipment was designed to help the dealer sell the items with the best turnover and profit and at the 
simplify the company's production problem by relegating less profitable lines to the background. The cover in striking poster technique immediately identifies the type 
ment covered and is laminated to be serviceable around bakeries. The spread shown here illustrates how the equipment is presented with outstanding features 

sectional drawings and explanatory copy. A set of three business reply cards in the back brings attention to catalogs that can be obtained on three related lines of 


equipment in terms of what it will 
accomplish with less emphasis on en- 
gineering or technicalities. 

wher- 


Selling headlines are used 


ever possible. Copy and greater use 
ot pictures of the equipment in action 
Speci- 


fications are made more inclusive to 


combine to attain Goal No. 1. 


cut down on correspondence with the 
home office. All items manufactured 


by Union Steel Products Company 
for the baking industry are at least 
mentioned to eliminate the possibility 
of lost sales because “I didn’t know 
you made that, too.” 

Goal No. 2 called for the use of 
larger pictures; in use pictures; il- 


lustrations of outstanding features; 


revised grouping of items more in 
line with the user’s thinking concern- 
ing the equipment; more complete 
specifications; indices by general clas- 
sification, part number, and _ code 
word; and the use of business reply 
cards to be used in asking for com- 
fully 


covered by the catalog such as flour 


plete literature on items not 
sifters, ovens and air conditioning. 
A few examples of how Goal No. 


> 


was achieved include: illustration 
of a caster with parts all identified; 
features to show how to select the 
right truck, caster, etc.; writing of 
headlines on right-hand pages to make 
most of them end with the name of 
the product so that in thumbing 
through the catalog the words, racks, 
trucks, shelves, troughs, etc., stand 
out like a flashing index; and use of 


headlines, Copy and pictures that tell 


what the equipment is for, not merely 
an engineer’s description of parts. 
Notice how Goals Nos. 2 and 3 
tie in. In order to step up dollar 
volume, three grades of equipment 
These were named 
“Stand- 
Greatest emphasis is 


were established. 
“Supreme,” “Deluxe,” and 
ard” qualities. 
placed on the “Supreme” quality with 
lesser attention to “Deluxe” and least 
space to the “Standard” line. To 
make it easier for the jobber salesman 
or the baker, who is not too familiar 
with these items, to understand the 
better value of the higher quality 
items, many closeups of outstanding 
These small pic- 


little sales 


features are used. 
tures, together with a 
copy, show why one quality is better 
than another. As one salesman said, 
“Even a new salesman who did not 
know the line, could sell this equip- 
ment.” 

Continuing in the effort to step up 
dollar volume, the catalog preaches 
the gospel of better running gear for 
portable equipment, and the idea of 
owning equipment designed to do 
each job most efficiently rather than 
owning only a few items and making 
each do general utility work. 

In each section of the catalog and 
especially in the section devoted to 
casters, the importance of good run- 
This is inter- 


preted in terms of advantages to the 


ning gear is stressed. 


baker such as ease of handling, floor 
saving, product protecting, reduction 
of maintenance costs, etc. Salesmen 


who have studied the value of better 


casters have been amply repaid by 
larger units of sale. The sales price 
of some items can almost be doubled 
by substitution of fine casters. 

The theme of selecting equipment 
to do a particular job rather than for 
general utility is constantly men- 
tioned throughout the 
keeping with this idea, equipment is 
classified as to use as well as to qual- 
ity. For example the “Supreme,” 
“Deluxe” and “Standard” 
racks are divided into such classifi 
cations as proofing racks and cooling 
racks, not one rack to do both jobs. 
The use of bread racks for handling 


buns, pies, cakes, etc., is discouraged 


catalog. In 


quality 


and more efficient racks designed to 
do each specific job are offered. 

In pricing the equipment a further 
made to step up dollar 
volume by with 
For some items this means 


attempt is 
pricing alternate 
casters. 
as many as nine different prices. This 
also makes the salesman’s work easier 


and is expected to eliminate mistakes 


with other than 
This price structure 


encourages use of special floor protec- 


in pricing items 


standard casters. 


tive caster wheels which also means 
a larger unit of sale. 

“How to Select the Right Truck” 
and “What to Look for When Se- 
lecting Casters” and similar educa- 
tional sales features could be gro 
under several of the Goals, but 
especially under Goal No. 3, 
up dollar volume. These fea 
incidentally, have formed the 
of many instructive articles fo 
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d at the 

. the type 

res emphas 
lines of & 


company’s house organ for the baking 
ndustry, “Bakery Life.” 

The measure in which Goal No. 4 
has been attained, to improve appear- 
nce and modernize, can best be 
judged by a comparison of previous 
catalogs with the new one. A three- 
color laminated cover, use of large 
pictures and more in use illustrations, 
selling copy, and headlines, more ef- 
fective use of color without involv- 
ng costly artwork and plates, closeup 
and illustrations of features, etc., have 
all been employed to modernize the 
appearance of the catalog. 

One of the factors that appeals to 
management is the thought given to 
cutting production costs, Goal No. 5. 
It is our sincere belief that these sav- 
ings will more than pay for the cata- 
log. 

Before the new catalog was de- 
signed, production and cost figures 
for every item were studied, year by 
year for a five-year period. Items 
that were not selling were set aside. 
This group included dozens of items 
on which prices had been set up on the 
basis of producing larger quantities 
on stock orders than actual sales made 
possible. These items had to be made 
up in smaller quantities when orders 
were received. Such items invariably 
showed up in the red and upset pro- 
duction schedules. Longer time was 
taken in making deliveries than cus- 
tomers expected and considerable dis- 
satistaction resulted, because bakers 
thought all items in the catalog were 
carried in stock. These low volume 
items also tended to hold down pro- 
duction of popular items. 

The elimination of these trouble- 
makers as standard items is expected 
to: (1) build up volume on popular 
ems; (2) reduce loss items; (3) 
smooth out production schedules; (4) 


ive warehouse space; (5) reduce han- 


g costs; (6) reduce losses result- 
from equipment becoming shop- 
in warehouse; (7) simplify the 
r’s and salesman’s task of select- 
quipment needed. 
danger in this program was 
the catalog would look skimpy, 
he line would appear incomplete. 
problem was overcome by es- 
ung the many “use” classifica- 
nd the three standards of qual- 
well as including sections on 
m-built” equipment. Some of 
rious classifications actually ex- 
previously but had never been 
defined and full advantage of 
had not been taken in the 
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These pages from the Union Steel Products 
Company's bakery equipment catalog show 
how reason-why copy is used throughout the 
bock to help the reader make a selection of 
the type of equipment best suited to his 
needs and to show him the importance of 
using better equipment for longer service 


layout and makeup of former cat- 
alogs. 

The “custom-built” groups, in- 
cluded the best of the low volume 
items eliminated as standard equip- 
ment. At the end of each section 
such as racks, trucks, shelves, troughs, 
etc., are illustrations and descriptions 
of these “custom-built” items. The 
copy used discourages purchase of 
these items but points out that if 
special equipment is needed these 
items may serve the purpose or at 
least will make it easier for the baker 
or salesman to describe what is want- 
ed. This feature in itself is expected 
to save considerably on correspond- 
ence and reduce mistakes caused by 
misunderstandings. The use of small 
illustrations and concise descriptions 
permits including many items on a 
page. 

The establishment of goals or ob- 
jectives before designing the catalog 
simplified the work and resulted in a 
more effective edition. However, the 
subject is not closed. Page by page 
criticisms were prepared after the cat- 
alog was printed and will be referred 
to when another catalog is to be de- 
signed. A catalog file has been set 
up and suggestions and criticisms will 
be accumulated. Such a file, started 
immediately after issuing the previous 
catalog, proved a real help in pre- 
paring the new edition. 

Only the planning and designing 
of the catalog has been covered. 
Other important subjects to consider 
include: an aggressive program to 
merchandise the book through space 
advertising, house organs, direct mail, 
and sales meetings; methods of pricing 
during war times; packaging and dis- 
tribution; follow-up program to keep 
catalog in use, etc. 

Here is a tip—whenever possible 
present your new catalog to your 
sales organization with a personal sales 
talk. It costs more than a mailing 
but, if handled correctly, the results 
will more than offset the difference. 
An interesting and effective sales 
meeting can be built around a new 
modern catalog. 

Remember that a catalog can be a 
listing book or a SALES tool, it can 
be confusing or it can be EASY to 
use. The choice depends on you. 




















So successful have been the efforts of Lyon Metal Products, Inc., Aurora, Ill., in converting its 
facilities to war work and in obtaining war contracts and subcontracts by following a well- 
organized plan, the National Association of Manufacturers requested the program be pre- 
sented to the War Production Board as a pattern. The company did so in this colorful booklet, 
which, as may be seen, details the plan in a step-by-step manner simplifying it for others 


Lyon Metals All-Out Effort for War 
Business Gets Results 


Specialized effort to book prime and subcontracts 
sets pattern which gains recognition by government 


Time: See Below. 

Event: Quarterly Sales Meetings— 
Lyon Metal Products, Incorpo- 
rated. 


I yon’s 


SPEAKER: H. B. 


V. P. in charge of sales. 


October, 1940 


busine ss as vood, Re ntl men, 


Spackman, 


“Sure 
but watch out—begin to think of 
Lyon products in terms of special di 
fense products.” 


February, |941 


Men, it’s getting as plain as th 
nose on your face that Lyon is going 
to be hit by curtailment and hit hard. 
| predict that by the end of this year 
(1941) we will lose one-half of stand 
ard product business Now, here is 


our wear program 


June, 194! 
“Bill, why haven't you secured 
more subcontract war business? 


going f0 Say. 
standard produc f 
plants 


knou what you ar 
You're foo busy on 


uear orders going info Wal 
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By LEONARD RHODES 


Manager Advertising and Sales Pro- 
motion, Lyon Metal Products, Inc., 
Aurora, Ill. 


There are not enough hours in the day. 

"Listen, men—I mean this—e ffective 
right now for every man present. If 
you have to pass up $5,000 to $10,000 
per month of standard product busi- 
ness in order to do this war job—pass 
it up. If you don’t, we all will be 
sleeping in the streets.” 

Fifty per cent of Lyon’s standard 
product business did go out of the 
Three 


divisions—Automotive, 


window by the end of 1941. 
civilian — sales 
Steel Furniture, and Store Fixtures— 
were dead pigeons. 

To manufacturers whose facilities 
were and are in demand by the war 
program, this can be taken with a— 
“so what.” Lyon is a sheet metal 


fabricator Washington told Lyon 


that the country’s sheet metal fabri- 
facilities are ten times the 


cation 


amount needed in any war effort. One 
“optimistic” individual in Chicago 
put the figure at 100 times, as applied 
to the Middle West. Lyon has had 
some confirmation of this with as 
many as 270 bidders on one prime 
contract. 

The story of the steps taken to put 
Lyon into the war picture in spite of 
“abundance of facilities” 
hurdle is not an advertising-promo- 
tion story. The sales and promotion 
department did play the lead roles, 
however, in coérdinating an organi- 


the major 


zation from the top down into an ill- 
out war effort. 


The program breaks down into four 


steps: 1. A drive to get prime con- 
tracts; 2. subcontracts; 3. intelligent 
handling of the requirement; 4. covr- 


dinating action. 
Early in 1941 Lyon salesmen 


ably had sincere doubts about the »2n- 


ity of their sales management. bust- 
ness was booming on standard pod- 
ucts. Sales earnings were up; ‘oF 
years we hammered on selling s/a rd 
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,jucts—and then, overnight, we 
| our salesmen to pass up the busi- 
in hand, if necessary, and sell 
ials. In other words, we called 
m our salesmen to throw away 
ir slide rules and use their imagina- 
mns—and they did just that. 


Pushing for Prime Contracts 


In mapping our sales and promo- 

nal activity to sell prime contracts, 
we had only one customer to sell— 
Uncle Sam. The mistake we tried 
not to make was to fall into the 
fallacious notion that Uncle Sam 
didn’t have to be sold. 

In every one of 200 sales territories 
we used our salesmen and every other 
means possible to get names and learn 
all we could about the buying habits 
of every governmental agency. This 
was a “must” program because it be- 
came the base of sales and promotional 
drives for prime contracts. 

Salesmen and district managers 
were then informed that certain calls 
had to be made monthly or at other 
stated intervals. Promotional mail- 
ings nationally to all lists secured were 
keyed-in with our salesmen’s selling 
job. Naturally we reached many more 
men in all of the divisions of the vast 
government set-up than our men 
could hope to call on. In some few 
instances government asked us to 
hold up on promotion or our sales- 
men were discouraged about repeated 
calls—but we kept on mailing and 
we didn’t stop calling. 

foward the end of last year, be- 
cause only a percentage of our men— 
the self-starters—had really dug into 
this war program we decided to 
call every salesman to headquarters. 
We put on a three-day sales meeting 


and primarily it was devoted to every 
Suggestion we could give them on how 
to go after prime contracts and sub- 
.. cts, 

the last day of this three-day 
S neeting, we put on a series of 
d tized skits, using professional 


The skits represented Lyon 
n making some of their regu- 
ls in search of this war business. 
obstacle we knew was brought 
play and, of course, the in- 
Lyon salesmen in this drama 
these obstacles and came up 
contract, either prime or sub. 
n our program we found that 
elpful tool would be a book 
i¢ complete story about our 
tor handling war business 
ianufacturing plants. This 
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Each day the Defense Committee of Lyon Metal Products, Inc., meets to go over requests for 
bids on war contract work to determine with a feeling of responsibility and exhaustive con- 
sideration whether the company's manufacturing facilities can be applied to the job 


book is very helpful in both the prime 
and subcontract drive. 

There are many colorful examples 
of “Yankee ingenuity” on the part of 
our salesmen in digging up prime con- 
tracts. One of the most interesting 
to me is the soldier trunk story. The 
trunk had been made of wood in 
practically the same design from 1776 
until 1941. You can see one, if you 
wish, among the relics of George 
Washington in a museum at Wash- 
ington, D. C. 

A persistent Lyon salesman knew 
that this trunk could be made bet- 
ter and for less if constructed of steel. 
He was rewarded with the first order 
placed, for approximately 200,000 
units. Another desirable prime con- 
tract was the result of an item from 
a newspaper sent in by an observing 


Lyon salesman. 


The Subcontract Program 


On subcontracts even more imagi- 
nation was required. Our salesmen 
cannot walk in nor can we send a let- 
ter and say, “You are making so-and- 
so and we can make this.”’ Literally 
we have to “climb into the tank.” 
The burden of proof is up to the man- 
ufacturer seeking the subcontract. The 
prime contractor cannot be left guess- 
ing about what you can do or cannot 
do. If he is, you won’t get the sub- 
contract. 

All through °41, it was no trick to 
learn who the prime contractors were. 
A number of services published this 
information. Now that publication 


has ceased, it has become a much more 
dificult job to know who is making 
what. When this happened, we im- 
pressed upon our men the need for 
doing an extra good job of covering 
the water-front. We told them to 
talk to the policemen, the street car 
conductor, anybody, everybody. An 
interesting incident along this angle 
is the fact that one of our most desir- 
able subcontracts was secured as the 
result of one of our salesmen talking 
to a counter man in a north side lunch 
room. This counter man told our 
salesman what was being made in a 
factory across the street. In_ less 
than a month, we were working with 
that firm on a subcontract. Thus, 
today saleswise and promotionally it is 
necessary to cover the water-front. 
One of our subcontracts, for example, 
is from a former flute and fife manu- 
facturer. The type of business they 
were formerly in doesn’t mean a thing. 


Promotion Aimed at Subcontracts 


In August of 1941 we decided to 
go all-out in our magazine adveftis- 
ing, and the heading of that first ad 
has been the theme of our advertising 
ever since in seventeen publications: 
“Gentlemen, We Want Defense Busi- 
ness.” 

Our regular mailing lists were 
scrapped and we started in on a de- 
fense list—now a war list. Regular 
mailings are made. The hot war in- 
dustries are hit more frequently. Our 
salesmen are informed about every 

(Continued on Page 64) 
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Intelligently planned publicity planted the seed for the Master Rule Simplification Plan. This 
article by R. C. Nicholson, manager of sales, appeared 
plan was announced and promoted the idea of stock simplification. Reprints were utilized 


in “Hardware Age” at the time the 





How simplification of lines and intelligent adver- 


tising averted priority difficulty and added dealers 


@ AS THIS is written, there’s a new 
trend in pink elephants. On_ those 
nights when they appear, half of the 
horrible pachyderms may be seen gaily 
pushing carloads of sorely needed raw 
materials out of our plants in the 
direction of those fortunate enough 
to be working on large government 
The other half of the pink 


brigade lumbers forth dressed in the 


orders. 


uniforms of Army and Navy procure- 
ment ofhcers and eagerly gobbles the 
finished 


hoped to deliver to our best customers 


products some of us had 
of yore. 

Out of this frightening situation 
have come many different advertising 
results. Some advertisers are buying 
heavy space to apologize profusely. 
Others are beating their chests in 


patriotic frenzy. Some crafty op- 
timists, hoping that official Washing- 
ton will see their advertisements, are 
trying subtly to build up the idea 
that their products are vital to the 
war effort. Many avoid the embar- 
rassing subject by chattering gaily 
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By FAY KEELER 


Vice-President, O. S. Tyson and 
Company, Inc., New York 


about what they hope will happen 
after the war. And as usual there 
are some who believe that “keeping 
our name before the public” consists 
of printing that name—and nothing 
else—in giant type surrounded by 
many dollars’ worth of white space. 

It begins to look as though a good 
many of us are starting with a given 
advertising appropriation as a fact 
and then trying to figure out what 
in the name of heaven we can possi- 
bly put into all that space. In con- 
trast with this, the writer recently 
enjoyed a refreshing experience with 
an advertiser who began by making 
a careful analysis of his business 
problem, then figured out a solution 
and, as a last step, came to the con- 
clusion that broadcasting his proposed 
solution via advertising would hasten 


achievement of that solution more 





economically than any other method. 
With this decided, he called not for 
space but for copy, and then and 
only then, bought space to fit the 
length and importance of the mes- 
sage. 

The advertiser is the Master Rule 
Mfg. Company, New York. The 
problem was procurement of raw ma- 
terials for the manufacture of fold- 
ing wood and steel tape rules sold 
largely through hardware stores. The 
solution was simplification of lines. 
The copy requested was to urge deal- 
ers to stock only the numbers in- 
cluded in the simplified lines. And 
the space purchased was full pages 
in a modest list of hardware trade 
papers for an initial announcement, 
plus tentatively scheduled fract ynal 
pages for follow up as necessary 

Because the space purchased has 
already paid for itself many ‘:mes 
over and because this case fur shes 
an interesting example of how ad- 
vertising—usually regarded only » 4 


selling tool—can be used effec ely 
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to solve procurement and production ing regular production for fabrica- 
problems of the advertiser, the story 
is presented here as of interest to 
many readers even though they may 
have no interest in the hardware 





tion of “specials,” insure maximum 
profit from a given volume of sales 
and maximum output from a given 
volume of raw materials. 

trade. At first glance, the sales angle 
looked dubious. Some of the “spe- 
cials” had been the valuable entering 


While Master Rule is an important 
maker of folding wood rules and of 


6-ft. and 8-ft. steel tapes, the com- wedges that had pried open important 
pany is not large. Nevertheless, it jobber accounts. Both dealers and 
must buck the competition of the jobbers might be inclined to turn to 


nation’s biggest tool manufacturers the manufacturer who held out long- 


insofar as their lines overlap. A little est with a complete line. Salesmen 


alk over a year ago, Master Rule first might resent having some of their 
ba began a small, but concerted and pet numbers taken away. 
ead persistent campaign in hardware trade But a more searching look disclosed 
the papers. At the end of twelve months, other aspects. The entire hardware 
we sales of the more expensive (and more trade was alarmed by wartime cur- 
profitable) items in the line of thirty- tailments of merchandise and should 
ule odd products had doubled—but that be willing to go along with any 
The is another story. project that held out the possibility 
ma- ihis story begins late in 1941 with of reasonably maintained volume. 
old- the company faced by difficulty in Both jobbers and dealers were being 
sold obtaining zinc, brass, and other need- troubled more and more by slow de- 
The ed materials, with the possibility of liveries and “back orders.” And 
nes. having to abandon painstakingly se- many of the smaller dealers, still los- 
leal- cu hardware outlets in favor of ing money on shelved “white ele- 
_ “priority markets,” and with the ad- phants” forced on them long ago by 
And dit possibility of government- high pressure salesmanship, should 
ges en d standardization and mate- welcome a serious attempt to sell 
rade rl rtailment. them only what they could move 
ent, best solution seemed to be a rapidly and certainly. 
ynal S ition of lines—elimination of The question was how to sell these 
sf ypes and sizes—a paring down advantages to salesmen, jobbers, and 
has : ing off to the essentials that dealers. The answer was advertising. 
mes , | the real honest-to-goodness A careful examination of | sales 
hes . the great majority of ulti- records, plus the results of a large 
ad- n sumers. This would tend to number of interviews with dealers, 
sa ‘Pp nover, eliminate labor and revealed the items which could be 
ely ma waste involved in interrupt- depended on to turn over fast in 
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aster Rule Mfg. Company, Inc., New York, was confronted with priorities on steel and wood with which to make its line of folding rules, it conceived the idea of 
« trade on stock simplification which would not only ease the procurement problem of the manufacturer but the stock carrying problem of the dealer. The idea was 
4 to the dealers through trade paper space, mailing pieces like this one, and by the sales force. The advantages to the dealer were clearly stated and stock carrying 
fit the needs of small, medium, and large size stores were presented in the clever cataloging of the simplified line as shown above on page two of the mailing folder 


On this basis, 
a simplified line of only twelve of 


stores of various sizes. 


the thirty-odd original items was es- 
tablished. But only the largest stores 
were to carry all twelve. Medium 
size stores were scheduled for six, and 
small stores were to be urged to carry 
only four. The plan was quietly 
tested in enough stores to verify the 
selections with but a few’ slight 
changes. 

The plan was given a name—The 
Master Simplification Plan. Its pro- 
motion was based on four major ad- 
vantages to the trade: (1) faster 
turnover of fewer items—more eco- 
nomical selling; (2) better deliveries 
—fewer “back orders” and delays; 
(3) conservation of strategic metals 
—an opportunity to help further the 
war effort in however small degree, 
and (4) an opportunity to forestall 
or at least postpone less sympathetic, 
government-enforced standardization. 

The plan was presented to the edi- 
tors of Hardware Age, who offered 
valuable suggestions and who were 
quick to see its advantages to the 
trade if carried out along parallel 
lines, preferably in concert, by other 
manufacturers. At their suggestion, 
the fundamental philosophy of sim- 
plification was set forth in an article 
written by R. C. Nicholson, manager 
of sales at Master Rule, and printed 
in the Jan. 8 issue. 

News releases, written to appeal to 
various reader groups, were sent out 
not only to all hardware trade papers, 


(Continued on Page 72) 
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STREAMLINE YOUR STOCK TODAY~-FOR DEFENSE - FOR PROFIT! 























































By A. W. SULLIVAN 


Sales Promotion Manager 


Westinghouse Electric Supply Company, New York 





Wesce Tells the Part an Electrical 
Wholesaler Plays in War 


PROBLEM of 


effectively—no 


@® THE 


a product 


advertising 
matter 
what the medium—is a difficult thing 
to be ure. Probably ninety-five per 


cent f the midnight juice, groans 
and B jlingsgate wasted by agency men 
and :¢dvertising managers is during 
Jaco zean wrestles with Something 
Dif erent—new art treatment, vital- 
iz d headlines, tricky commercials, or 
the copy-capture of the reader’s eye 
as it wanders aimlessly in the verbal 
jungle instead of following the art- 
fully prepared paths leading to the 
kick-line or coupon. 

But, at least, with a product you 
have something tangible to work 
with; it has size, color, and shape: 
it serves a purpose; it satishes a need; 
it tastes good or it saves you money. 
These are realities into which you can 
sink your advertising tusks regard- 
less of how far afield or fantastic are 
the flights of your imagination. 

That’s all very fine for the product 
and its manufacturer. But what 
about the electrical wholesaler? Sup- 
pose he wants to advertise—what is 
he going to do? He can’t advertise 


his own product because, generally 
speaking, he makes none. He can’t 
advertise his manufacturers’ products, 
first, because his margins won't let 
him and, second, because, to do right 
by all the little Nells entrusted to 
his care, he would have 60,000 num- 
bers to sponsor, sired by several hun- 
dred manufacturers all carrying shot 
guns. 

The only things che electrical 
wholesaler has to sell are products 


and service, so by a clever elimination, 
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That 


sounds simple, and so is the fellow 


we decide to advertise service. 
who first thought it up. You've read 
acres of “Service” copy—“You are 
always assured of prompt, courteous 
attention”—"Speedy delivery? Boy, 
are we fast on what’s left of our 
tires’ —"“We've got it or will get it 
for you”—"‘Your phone orders go out 
the same day”—"‘Our salesman will 
gladly give you sound assistance’”— 
and so on through morning sickness. 

All this wasn’t written by our com- 
petitors, either. Some of it comes 
home to roost. 

For some years we have struggled 
with all the known clichés and bro- 
mides on the “Service” advertising 
menu, trying to disguise them in ap- 
pearance and taste so they would go 
gagging. But we 
So we 


decided that, pending the time when 


down’ without 


couldn’t fool even ourselves. 


we could find a real message of serv- 
ice and a new way to tell it, we would 
lie doggo. This gestation period was 
abruptly terminated by the present 
global unpleasantness and the events 
leading thereto. Like everyone else, 
we became concerned with the pres- 
ervation of our business. 

During the whole “preparedness” 
period prior to the war, the demand 
for electrical apparatus and supplies 
mushroomed to enormous proportions. 
Literally thousands of individual prod- 
ucts are essential to electricity—its 
generation, transmission, control and 
use. A single job may call for wire 
and cable by the mile, lugs and con- 
nectors by the solid carload, panel- 
boards and circuit breakers by the 
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thousands, motors by the hundreds, 
lighting fixtures by the acre. 

The electrical wholesaler had been 
doing his unsung stuff all the time 
but late in 1941 he began to move 
down stage and corner some of the 
show. He was becoming a definite 
factor in speeding up war production 
because he could perform duties and 
give services which were innate to his 
business alone. 

He had in his warehouses products 
of hundreds of manufacturers from 
hundreds of cities. His perpetual in- 
ventories, posted daily, told him the 
quantity of every product on hand 
His trained and experi- 
telephone men 


at any time. 
enced countermen, 
and salesmen know hundreds of prod- 
ucts, their uses and codes. He was 
able to extend credit, assume credit 
risks and even help finance jobs for 
contractors. He could assemble in 
one shipment various sizes, types, and 
quantities of product from many 
suppliers and then deliver the order. 

About the first of this year, the 
Westinghouse Electric Supply Com- 
pany, which had been in the fore- 
front of this activity, decided that 
it was high time to tell the story of 
the electrical wholesaler’s accomp!ish- 
ments. Our doggo period was over. 
Here, at last, was a real message of 
service; and we developed a brand 
new way to tell it. 

Wesco is well fitted to be a spokes- 
man in its field because it can furnish 
ample facts from its own experince 
and because of the breadth of it: op- 
erations. 

Wesco is a national group of 
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Case studies emphasize vital services performed and 


copy reiterates economic functions of a wholesaler 


enty-nine local businesses, each house 


complete in itself and serving its 
community and the area within its 
trading radius. At each of the sev- 


enty-nine houses, Wesco has mobi- 


lized a great variety and quantities 
of materials which are quickly avail- 
able. And each of the seventy-nine 
houses is manned by an experienced 
staff trained to give prompt and in- 
Further, Wesco has 


back- 


ground due to twenty years of suc- 


telligent service. 
the necessary “know how” 
cessfully conducting its affairs under 
all sorts of business conditions. 
Wesco’s story is one of actual per- 
formance under defense and war 
conditions. It is based on case his- 
tories from all parts of the country. 
It is therefore a first-hand news story 
of what one representative electrical 


wholesaler has done in time of war. 


How the Campaign Was Built 


Wesco decided to tell its story in 
a year-round advertising program ap- 
pearing in six national business papers, 
each a leader in its field. 

The total circulation of all six 
publications is 82,539; and through 
that group we hit the industrial jack- 
the United States. Black and 


will be used 


pot ot 
W hite page space 


throughout on a_ twelve-time basis. 
The program, therefore, combines at- 
tention-getting size with — steadily 
maintained pressure. 


Typic il advertisements of the se- 


nes are reproduced in these pages. 
They exemplify the treatment to 
be used throughout the year. 

Months of effort were required 
to assemble the necessary data from 
the fi Accuracy was of primary 
importance and every fact or state- 
ment upported by evidence from 
sales rds and from the Wesco 

Pmen who saw the jobs through. 

Th mber of case histories which 
can | ccommodated in the cam- 
Paign small. Dozens of others, 
equal teresting, are in our files. 
New inces take place every day 


as W; ontinues to speed up war 
Produc throughout the country. 
The Litt)» Boxes 

Asid mm space devoted to the 
primar ory, each advertisement 
Carries boxes at the right. In 
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one—"“Wesco Speeds Production”— 
are cited the gist of two other cases 
which serve as appetizers to forth- 
other box— 
listed 


three of the many services Wesco has 


coming ads. In_ the 
“Wesco Serves Business”—are 
long rendered to industry. 
The purpose of the latter box is to 
indicate to the American business 
world that while Wesco is today on 
an all-out basis to speed war produc- 
tion, yet we want to hold on to our 
customers; and we thus remind them 
of the efficient 
be theirs in times of peace. 


services which will 
Business 
men who, during the combat years, 
read what Wesco has done to serve 
the country in war time, will carry 
over a favorable impression of what 
Wesco can do for them in peace time. 


Looking to the Future 


This year-round advertising cam- 
paign is historic for Wesco because 
it is our first. Perhaps, too, it may 
be historic in a broader sense. It rep- 
resents the initial occasion on which 
an electrical wholesaler has told a 


story of definite accomplishments 
which are helping to win the war. 
Therefore, it should aid in establish- 
ing the essential wartime value of 
the business group of which we are 
a part. 

Manufacturer - suppliers, customers 
and prospects should gain a_ higher 
respect for the abilities, services and 
primary functions of electrical whole- 
salers and the part they play in war 


as well as in peace. 
As for the Present 

The Wesco advertising campaign 
just got under way, with the first 
copy in the March magazines, so it 
is too early to expect any response. 
In fact the response we most desire 
will not be measurable in dollars and 
cents, at least for a while; it will be 
computed in good will. 

Business today is being done on an 
basis. 


ships, no matter how long standing, 


abnormal Customer _relation- 
are secondary to winning the war. 
This already applies to many occupa- 
tions and will include most of the 
others before the job is done. Never- 
theless, there is going to be a future 
—we are convinced of that—and that 
(Continued on Page 113) 
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Supplementing a sound motion picture which dramatically visualizes what Allis-Chalmers Mfg. 
Company, Milwaukee, is doing in the war program, is this colorful brochure which gives the 


viewer the same story in permanent form. Lithographed in red, blue and black, its thirty-two 


pages and cover constitute an outstanding piece of graphic and informative promotion 


How Allis-Chalmers ts Meeting Its 
Wartime Advertising Tash 






Elaborate brochure and sound motion picture augment 


product campaigns to show its role in war production 


@ TEN YEARS from now, it is 
going to be interesting to look back 
jobs being done 


t hese 


it the advertising 


today. Advertising men, in 
first flush days of war, seem to be try- 
ing feverishly to “change their slant,” 
to “get the war feeling into their 
copy,” and to “f¢ell when there’s no 
sell,” 

There are, of course, several schools 
of thought on the subject—from the 
udvertiser who climbs on the back 
of a screaming eagle and shouts his 
patriotism full blast to the ad- 
vertiser W ho ignores the whole un- 
pleasant thing. Just which method, 
or modification of method, is best, 
only the sales records of ten years 


hence will show. 


Art Allis-Chalmers we face most 
of the advertising problems common 
to the heavy goods industries. Due 


to the extremely wide diversity of 
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By GEORGE J. CALLOS 


Manager Advertising Department, 
Allis-Chalmers Manufacturing Com- 
pany, Milwaukee 


our products, we find that we are 


continuing to make some of our 
products to full capacity, others we 
are dropping “for the duration,” and 
still others are new war goods that 
we will not likely make after the 
war. 

It was to meet this complex situa- 
tion that we decided on a new, bold 
advertising and _ publicity campaign 
in addition to our regular space ad- 
vertising. 

We had previously decided to con- 
tinue our space advertising on all 
our regular industrial products even 
though sales on some of them might 


be restricted. We had decided, too, 





that our space ads would continue to 
show the same “reasons why” as i0 
peacetime with the extra argument 
that the quality, efficiency, stamina, 
etc., of our products would be even 
more vital to production now during 
wartime. 

The new campaign, however, w4 


our dis- 


trict office organization meet the ex 


designed primarily to help 


traordinary sales situation facing 

Our district office salesmen, we knew, 
were in the traditional wartime pos 
tion of being more concerned with 
priorities and deliveries than with get 
ting new sales. And, in m cases 
the men in the district offices had 
little or no ammunition wi which 


to meet these new conditions 


Our task was to supply ¢ with 
this ammunition. 

First, it was decided repats 
an elaborate brochure to t« re be 
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sl spreads from Allis-Chalmers’ colorful 
dramatic brochure, "We Work for Vic- 
and We Plan for Peace.” Starting with 
»ssage from the company's president, 
text and pictures then show how A-C 
jucts enter into every phase of war and 
an work. Book is oversize, 13x15 inches 


d-the-scenes story of Allis-Chalm- 
place in the war effort. This, 
] 


felt, to be of utmost value, for it 


es the salesman a bit of concrete 
of that Allis-Chalmers is doing a 
whale of a war production job, and if 
re is a delay in delivery, it is be- 
cause even more vital war goods are 


ng made. 


laying out the book, we aimed 


it doing a top quality job of it. 
Under the title, ““We Work for Vic- 
tory and We Plan for Peace,” the 
brochure gives a. graphic picture of 
Allis-Chalmers at work. It shows 
what products the company is mak- 
ng, where these products are go- 
ng into war activity, and how they 
ire being used to aid the country’s 
war effort. In many cases actual war 
views are used. 

The book itself, for effect, is over- 
size—13x15 inches. It has thirty- 
six pages of heavy ripple stock, and 

printed in three colors. More than 
ninety photographs are used, and more 
han fifteen drawings. 


Then, because the book tells such 


iphic story, it was further de- 
cided to portray the same story in 
1 motion picture. Jam Handy Or- 
ganization was called in, and a 21- 
n te movie with sound was pro- 
at ] The movie, also called ““We 
\ tor Victory and We Plan for 
Pc goes even beyond the ability 


book in showing the drama 


t | today’s industrial war pro 


these two pieces of ammuni 

e next problem was how to 
to best advantage. 

we have over sixty district 
Ve divided them into three 


t twenty each. And then 


d twenty prints of the film. 


task was to inform each 


thee manager that he was 
hlm for showing to a select 
his customers and prospects 
certain week. His only 
to select a place and time 
€ movie. Jam Handy took 
details of showing. 

these original showings of 


ittendance was by -invita- 


tinued on Page 108) 
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@ APPLYING their talents to sell 
ideas and create favorable psychology, 
industrial advertising managers are 
rapidly taking hold of the nation’s 
wartime problem ot speeding war pro- 
duction by stimulating full effort of 
the country’s industrial workers. 
Many programs already have chalked 
up notable results and within another 
month there will be hardly a sizable 
plant in the country working on war 
contracts that will not be responding 
to a carefully planned program to 
impress workers with the importance 
of the tasks they are doing in relation 


to winning the war. 


The programs now being conducted 
vary greatly in scope and intensity 
Utilization of War Production Board 
posters constitutes the activities of 
some. To this, others have added sim- 
ple payroll envelope enclosures, a let- 
ter from the president of the com- 
pany, or an inspirational article in the 
employe house organ. Still others 
have carefully scheduled programs in- 
cluding all these items developed to 
different degrees of effectiveness plus 
employe meetings and rallies. Salvage 
plans and drives for Red Cross funds 
und War Stamp and Bond sales find 


their place in the activities. 


Last month, INDUSTRIAL MARKET 
ING asked a cross section of industrial 
udvertising managers to report on 
their production drive programs. 
Scores responded, sending samples of 
their working materials, prominent 


mone which were a great variety ot 
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Ad Managers Assume Leadership 
in Worker Morale Programs 


Posters, house organs, booklets feature campaigns to 
impress workers of need for utmost in war production 


fascinating posters ranging from sim- 
ple black and whites to beautiful full- 
color reproductions by several proc- 
esses. A selection of these are shown 
on the following pages and will be 
referred to in the text by the num- 
bers indicated in the _ illustrations. 
Printed material of great volume is 


used in these campaigns. 


On the latter score, one advertising 
manager reports he is using a number 
of syndicated posters and literature 
which he says is serving a purpose, 
but he declares: “Printer’s ink is a 
poor substitute for music!—Ballads, 
folk songs . . . but music, to lift 
spirits jaded by seven-day work! 
Ask “em!” 


overlooked! Bands are used at rallies 


And music is not being 


and Navy “E” flag raisings; and mar- 
tial music over many a P.A. system 
quickens the pulse and inspires work- 
ers with the spirit of the times. 


The Bullard Company, Bridgeport, 
(1&2) 


done by staff artists in full color; car 


is using thousands of posters 


stickers and window posters; patri- 
otic buttons for members and their 
families; mail campaigns to workers’ 
families pointing out the dangers of 
the war; atrocity picture blow-ups; 
patriotic lapel buttons for workers; 
service clubs to assist families of 
workers in the services; reproduction 
of letters from workers in the serv- 
ices; meetings and dinners for plant 
executives addressed by military ofh- 


cers; photos of wives and children of 


Bullard workers in service are placed 
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over the time clocks; absenteeism is 
being interpreted in terms of lost pro- 
duction of machines, planes, tanks, 
ships; posters declare “Playing Truant 
Is Schoolboy Stuff!”; a suggestion 
box system maintained. This cam- 
paign is in full swing and is being 
pushed vigorously. 

Some posters are not so big, but 
nevertheless carry significant mes- 
sages. Lee Ringer, advertising, Los 
Angeles, broadcasts a small card (3) 
which suggests “Serve with Silence”: 
and Edwards and Company, Norwalk, 
Conn., has mailed 40,000 cards (4) 
to customers and prospects which 
they can use for display to encourage 
action with the message, “In an emer- 
gency, any intelligent quick action 
is better than delay in search of the 
ideal”; the same in large size is dis- 
played in each department of the Ed- 
wards’ plant and branch ofhces. 


Crocker-Wheeler 
Company, Ampere, N. J., is conduct- 


Electric Mtg. 


ing an intensive suggestion competi- 
tion for ideas from workers for pro- 
ducing more goods in less time. 
Started with a teaser campaign with 
the symbol “VV,” which developed 
into “Vie for Victory” (5), the cam- 
paign includes use of stickers, posters, 
buttons, red, white and blue sugses 
tion boxes with the “idea” blanks, 
and scoreboard for reporting prog’ ss; 
and publicity in a new house 0! 
“Ampere Turns.” 
The Tractor Division of 

Chalmers Mfg. Company, Milwav °e: 










lester de 





by. | or 


ve, om 









lent bu 
juce, te 
oy the 
om. Fo 



















DEFENS 



































esterday. | wos o free French worker. 
love of the invader. 








om the s 
ve, mon Americoin, nothing is im- 
ont but to keep your freedom-to 


ue, to build tanks, plones, guns. 





0- y the enemy who would toke your 
4 for your sake -for God's sake - 
nt uct ' 
on uuu 
m- 
ng 
- putting on an intensified drive to 
1 save steel and salvage scrap, utiliz- 
ns ing large smashing posters (6&10) 
A throughout the shops. 
ik Hercules Powder Company, Wil- 
os mington, Del., has established weekly 
- newspapers for all its ordnance plants 
es in addition to its deluxe company 
“So publication, “The Hercules Mixer,” 
4 which is being used extensively to 
re encourage all-out effort on the part 
"i of every worker. This publication 
- follows all workers who enter the 
service and carries interesting reports 
tr them and keeps all informed of 
if g. the part Hercules products are play- 
t various kinds of war activity. 
tl : | posters (7) and those of the 
0- X re used in the company’s fifty 
ie. p ind branch offices. Special 
n I ire sent to customers urging 
ed p return of metal drums to 
steel. Drives for War Bond 
conducted and a_ special 
impaign on eliminating office 
being inaugurated. 
S, days after Pearl Harbor, 
tkote Company, New York, 
P large poster (8) through- 
plants pointing out the job 
e, tl ronts the workers, reminding 
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YOU DONE 
TODAY 


TO HELP WIN THE WAR? 


Veoe—Veooe—V 










YOU ARE FIGHTING 
on the FLINTROTE line’! . 
ALLIS CHALMER 


you contact 


rf ¢ 





Flintkote’s citation in the 
War for 


cautioning 


them of 


first World distinguished 


sabo- 


It was signed by the company’s 


service, and against 
tage. 
president. 

One of the best organized worker 
been conducted for 
some time by The Warner & Swasey 
Cleveland. Its 


posters impressing workers 


programs has 
Company, extensive 
series of 


with the seriousness of their respon- 


sibilities have been given attention in 
these pages before (see IM, March, 
42, p. 60). The one shown here (9) 
was made as a hanger and distributed 
widespread over the country. The 
company also uses maxim cards 
through its plants and “Warner & 


Swasey for Victory” stickers and post- 
ers for windshields and windows. A 
label Pledge to Do My 
Part is soon to be re- 
leased to all lathe operators 


their “Blue 


The same will be used within 


reading “I 
for Victory” 
turret 
through house organ 
Chips.” 
the company together with a pledge 
card to be signed by all workers. 
Where companies are not producing 
their own posters, and in some cases 


in addition to them, a great number 


are using syndicated services of which 





he 


sad 


there are a number providing excel- 


lent material, although of genera! 
Sheldon-Claire 


out a 


nature Company, 


Chicago, is turning striking 


(11) 


color, 


series of large size sheets in 
full 
Movietone photo of the 


shedding 


swastika being raised to replace the 


including the famous 
Frenchman 
tears as he watches the 
tri-color. Among others using this 
supplementary service are The Gird- 
ler Corporation, Louisville, Carnegie- 
Illinois Steel Company, and Independ- 
ent Pneumatic Tool Company. 

New Departure, Bristol, Conn., is 
keeping the fight for production be- 
fore its workers with mail- 
ing 
organ, “New Departure News.” Its 
for Bond sales 
“Save 


employing a special poster 


posters, 


pieces, and through its house 


drive was conducted 


with the slogan, and Serve for 


Victory,” 


(12) which also served as a depart- 
ment scoreboard. 

Koebel Diamond Tool Company, 
Detroit, has made wide distribution 


(13) de- 
signed to stimulate care in using tools. 


of booklets and posters 


The thought on the poster has been 
widely quoted: ‘When any man adds 


a single hour to the production life 


29 


$200” rics: 
$100 © Second 
$50 third 



















arest Junk Man 


ASH PRIZES 
FOR IDEAS 











AMERICA NEEDS SHIPS 
t the War to the Enemy 
el 0 carry 


America Needs SHIPS 





One of the finest sets of posters produced by an industrial advertiser for impressing upon 
workers the need for utmost production in the war effort is that of the Bethlehem Steel Com- 
pany for use in its shipyards. The top three were reproduced by lithography while the bottom 


row was done by silk screen process. 


All in many colors and 18x24 in size. The poster at the 


lower left was used during the period when the workers vowed to build and launch a ship in 
ninety days. The construction forces outdid themselves, launching it in seventy-six days and 
delivering it in one hundred days, and some credit may be given the inspirational posters 


of a tool, or makes that tool do better 


work, that man makes a worth while 
contribution to American ideals and 

» America’s future.” 

Wide distribution has been made 
of the posters supplied by the Na- 
tional Association of Manufacturers 
(14), as this one submitted by Ther- 


Trenton, N. |. 


er-Cable Machine Com- 


moid Company, 

The Port 
pany, Syracuse, has developed an in- 
tensive campaign around the slogans 
Beat Their Best” and “I’ve Got 
MacArthuritis, Have You?” Over 
seas caps carrying the former slogan 
have been issued to workers and gold 
stripes and stars are added as earned 
in a weekly contest for the best an 
wers to threats made by three cutout 
soldiers. 


characters portraying Axis 


Each worker is given identification 
card certifying that he “is employed 
n a plant producing war materials 
essential to victory.” Cartoon type 
posters (15) of ideas suggested by 
a ae Mellor, Ir ‘ 
irc used in the plant 


Meehanite Research 


Pittsburgh, is conducting a 


idvertising manager, 


Institute of 


America, 


contest to: production ideas trom 
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workers in foundries using its ma- 
terials (16). 

Worker morale has been a critical 
Bethlehem 


captured the 


element in the shipyards. 
Steel Company has 
glamor of the gigantic task confront- 


ing shipbuilders and put plenty of 


fire and action in a striking set of 


posters reproduced separately here- 


with. These posters, done by lith- 


ography and silk screen, vie for top 


honors for anything turned out to 


date. No doubt they contributed to 
the spirit of the Fore River yards’ 


crews that established construction 


records. 


Here is an idea for 
a department daily 
production chart to 
focus attention on 
performance and 
keep workers on their 
toes. This one was 
featured in a recent 
issue of “Cannon- 
eer, house organ of 
Cannon Electric De- 
velopment Company, 
Los Angeles. Inspira- 
tional posters also 
are used, some of 
which were painted 
by a Marine quard 








The Timken Roller Bearing Con 
pany, Canton, O., has been conduc 
ing one of the most intensive ar 
comprehensive morale-building _ pri 
grams in the country and which has 
been the subject of wide publicity in 
the business and general press. Black- 
boards throughout the plants carry 
hourly war bulletins as important 
news develops, flanked by the state- 
ment, “Pep up production and you 
step up victory.” Suggestion boxes 
are used; regular letters from the 
vice-president to workers at their 
booklet on protection 
a “V for Vic- 
rewards for 
apprehension of damaging 
tires, also published in newspapers in 
special cards with short 


homes; a 
against aerial bombs; 
posted 


anyone 


tory” button; 


plant cities; 
inspirational messages as well as post- 
ers (17&28), 
the remaining number of days in the 
year in which to do the war job; 
framed copy of the constitution of 
the United States at 
throughout the 
which War Stamps are sold; 
cabinets of pictures showing applica- 
Timken bearings in war 
magazine racks with cur- 


one merely heralding 


many points 
plants; canteens in 


display 


tions of 

equipment; 
rent business and technical publica- 
tions for workers; an intensive cam- 
paign of newspaper advertising in 
plant cities urging all-out effort by all 
citizens; weekly radio programs; 3 
series of one-minute movie shorts for 
local theater showings showing a war 
scene flash and one in the company’s 
plant and a few words about the need 
for Timken products in the war 


effort. 


Trenton, N 
J., is doing a good job through the 


Thermoid Company, 


pages of its employes’ paper, “Ther- 
moid News,” and is using syndicated 
posters by the Elliott Service Com- 
pany, Inc., New York (18), in ad- 
dition to those of the National 


Association of Manufacturers 4). 


tse DAILY PRODUCTION CHART 


DEPT. NPI 


OUR QUOTA FOR! FN. IS 


Total for 2 7 Days gone 


Daily Average. Should be 


DAYS TO GO 






INDUSTRIAL MARKETING, May, | 742 


























=y 
] 












Becta. ee 





~ 
3 



































nn 


iC 


re 


the 
heir 
tion 
yic- 
tor 
ing 
; in 
ort 
OSt- 
ling 
the 
job; 
of 
ints 
in 
play 
ica- 
war 
Sur- 
1ca- 
am- 
in 

y all 
a 

tor 
war 
nv’s 
need 


war 


42 












VIC LORY 
TIMKEN 


GET IN THE 












‘DROP IT HERE! 


Another series of posters, as well as 


1 full war production service is being 
Dartnell 


produced by Corporation, 


Chicago (22 

United States Rubber Company, 
New York, is waging a scrap cam- 
paign (19) and is preparing a book- 
let on conservation of mechanical 
rubber goods and rubber covered 


wires and cables. 
ow-ups of its current all-prod- 
ids are being utilized as posters 


in the plants of American 


( & Cable Company, Inc., 
B port. 

eries of special silk screen post- 

21) in attractive colors are 

d ved in the plants of Ohio Brass 

‘ ny, Mansfield, O. A_ waste 

¢ tion campaign is being waged. 


ddition to posters supplied by 


ice ot Emergency Management, 


X gton, R. M. _ Hollingshead 

‘ tion, Camden, N. J., is us- 
of its own creation (23), 
Be a Bottleneck,” which it 
buted widely to its custom- 

er war work. 

| many other companies, Erie 

"1 


Corporation, Erie, Pa., is 
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We'll out-produce them all! 
AMERICA STAYS FREE! 


18 
GD) scra 


HELP WIN THE WAR! 


YOUR COUNTRY NEEDS OLD RUBBER-RAGS 
IRON - STEEL-BRASS -ZINC -COPPER - WIRE 


LET UNCLE SAM DROP IT OVER THERE! 





eT Rem ony lt me ae 





jm AMERICAN CHAIN & CABLE 
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19 
P CAMPAIGN 


SCRAP --- 





confronted with the situation where 
its product, though vital to the war 
program, has no war glamor to inspire 
It has, therefore, established 
(24) 


weekly 


workers. 
department production charts 
and 


averages and appropriate copy such 


showing daily outputs 


as, “Every button mica we make 
today is worth ten we might produce 
next year—Make the goal every day.” 
Good work also is being done through 
its employe and 


paper, “Upstairs 


Down.” 
The Fafnir Bearing Company, New 
the 


leaders in giving employes factual in- 


Britain, Conn., has been one of 


formation regarding the importance 
of their jobs and how Fafnir products 
are being utilized in war equipment. 
It has worked 


(25) 


out a weekly poster 
with variety to stim- 


Also 
sixteen-page booklet, 


system 
issued 
“The 


Fafnir’s Job for Defense” 


ulate interest. was a 
ABC of 
IM, 


Aug., °41, p. 62), showing in alpha- 


(see 


betical sequence the direct application 
of Fafnir bearings to every conceiv- 
able type of war equipment and the 
machine to make it. 

Posters produced by Western Elec- 
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NF, 
+ rcvine Mberecsses 


HONGKONG, MANILA, SINGAPORE, JAVA---AND NOW BATAAN! 


THERE 1S NO TIME TO LOSE 


BAUSCH & LOMB PRODUCTION FOR VICTORY 


tric 


New York (26), 
carry the name of the employe who 


Company, 


suggested them across the bottom. 
In addition to hand-painted posters 
which are changed every two weeks, 
Tung-Sol Lamp Works, Inc., Newark, 
N. J., is displaying 
(27) 


employes. 


a large pledge 
card which is signed by all 
Suggestion boxes and let- 
ters from 


to employes department 


heads also are being used. A more 


extensive program is in the works. 
Bausch & Lomb Optical Company, 
Rochester, N. Y., has a very extensive 
campaign which will be given special 
attention later. It comprises an idea 
contest, special pay envelopes, posters 
(29), 
per ads 


boxes. 
Canadian Activity 


“Balco News,” local newspa- 


and radio, and suggestion 


advertisers in Canada, 


with 


for 


Industrial 


confronted the worker morale 


problem some time, have been 


doing the customary things now fa- 
the States. It 
that 


miliar to all in has 


been observed, however, pro- 
ducers of industrial goods in Canada 
are fairly consistent users of news- 


papers and general weeklies in their 
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efforts to build civilian morale. For The Canadian  Fairbanks-Morse ment. The company is codperating 
instance, Northern Electric Company, Company Limited made Dominion- with the Empire Information Bureau 
Montreal, has been running a series wide distribution of its calendar (36) in distribution of a war pictorial 
of ads pointing out with illustrations the first of the year, carrying at the magazine of twenty-four pages pro- 
that “It Has to Be This Before This,” top in color and gold, the Coat of duced by rotogravure in England. 
showing a battleship, tank, or plane, Arms of the Dominion surrounded The publication is called “Neptune” 
on the one hand, as against a radio by those of the different provinces. and carries the imprint of the codp- 
or other civilian products on the Below is an inscription of a reconse- erating company; size 6'4x10'4; out- 
other. Proofs of these are posted cration pledge released by the govern- side self-cover in color. The com- 
through the company’s plants and ment last year for morale building pany is not charged for the publica- 
ofhces The company has also co purposes. Reprints for framing also tion but it does make donations to 
éperated with the Minister of Aircraft have been distributed widely. the EIB several times a year to assist 
Production by producing a colorful The posters at the lower right in its upkeep. 
poster (30&35) for general dis (37&38) were produced by Domin- What has been portrayed here is by 
tribution. The poster carries a line ion Engineering Works Limited no means all of what - being done 
in the lower right margin: ‘Donated for display throughout its various to speed war production shroush 
to Canada’s War Effort by Northern plants. They illustrate application of morale conditioning. Other _ pro- 
Electric Company Limited.” the company’s equipment in imple- grams reported will be presented in 
Posters of the same character and ments of war. following issues and all readers are 
under the same plan also have been Canadian Westinghouse Company invited to submit their material tor 
produced by DeHavilland Aircraft of Limited, Hamilton, Ontario, has been review. The foregoing, however, 's 
Canada Limited (31), Canadian Car issuing considerable literature pictur- significant of how industrial adve 
and Foundry Company Limited (32), ing the company’s war efforts and ing men are taking hold of a situation 
ind Aluminum Company of Canada impressing workers with the impor- which only a month ago was giv'g 
Limited (33). tance of their full coéperation. Washington the jitters. This evidence 
The Wartime Machine Shop Board Mimeographed and printed post- is ample proof that these men know 
of the Canadian Pulp and Paper As ers are being utilized in the plants how to do the job and are play 8 
sociation, likewise has contributed a of Canadian Line Materials, Toronto, an important role in the count 
poster (34) is well as those issued by the rovern- war effort. 
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By P. W. COMBS, Sr. 


Marketing Consultant, Long Beach, Calif. 


Getting Salesmen ie Folio Through 


on Sales Plans 


Many sales programs bog down because of inconsider- 


ate planning and lack of cooperation with the men 


@ IN A RECENT discussion on 
training salesmen to be more helpful 
to customers and prospects, a district 
sales manager made this statement: 
“Our company has so much training 
material there just isn’t time to read 
all of it, and more than that, our 
salesmen haven’t time to do all the 
things they are asked to do.” 

That is a common alibi, and while 
the speaker did qualify it with his 
ipproval of the program in spirit, he 
still insisted: “We all have too many 
things to do, there just isn’t enough 
time. 

| have heard that alibi many times 
ind have often wondered how many 


e 


irefully planned, sound sales pro- 
grams including effective methods for 


r 


he pine Customers and prospects have 


been initiated with justifiable enthu- 
siasm, then to the chagrin of those 
who created the plans, results ex- 


pected were not achieved, largely be- 
of that excuse. 
day’s new and changing condi- 
due to war activities appear to 
d some thinking around that 
us alibi, right now. As a 
of fact, with performance 
y planned, there has always 
me enough for salesmen to do 
right. The things they were 
o do were, for the most part, 
uccessive steps or movements 
rect sales presentation or so- 
they could have been car- 
during the normal time spent 


onversations, and which time 
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was probably spent in doing and say- 
ing things inspired by previous habit. 

Suppose, as a concession to the other 
fellow’s viewpoint, they didn’t have 
time; well, they have time enough 
now if what has recently been written 
and said about the situation in many 
fields of selling has any foundation 
in fact. 

Making sales calls with, and asso- 
ciating among salesmen for many 
years, I discovered some of the reasons 
why they thought there was not suf- 
ficient time to do the things they 
were asked to do. While those rea- 
sons will not be news to some sales 
managers, perhaps they will stimulate 
some new thinking; so here they are 
for what they may be worth. 

Foremost, the salesmen had _ not 
been thoroughly coached in how to 
use the material furnished them; they 
had no confidence in their ability to 
present it as they had heard it pre- 
sented by its creators at a sales meet- 
ing; the impression they carried away 
from the meeting was, “Here are a 
lot more strange new things we are 
asked to do,” instead of, “Here are 
some carefully studied and planned 
movements that will help us sell 
more and earn more.” So, the sales- 
men quit attempting to do something 
they did not understand, reverted to 
former habit, and justified their ac- 
tions with the alibi. 

Now some companies discovered 
that situation, or state of mind, by 
following threugh to see just how the 


salesmen applied the plans or pro- 
gram in their sales performance. 
When that was done, some tactful, 
patient coaching showed salesmen er- 
rors of commission or omission, and 
soon the salesmen discovered that 
proper application of the plans ac- 
tually helped them sell more. Then 
the expected results at headquarters 
were realized. Opposed to this, com- 
panies which had no orderly follow- 
through to insure constant use of the 
plans suffered from disappointing 
results. 

The next reason as an alibi presents 
a point on which there is much dif- 
ference of opinion, but whichever 
side the reader of this takes, it is 
worthy of careful consideration. Pre- 
sented as a composite statement from 
many salesmen, they say in effect: 
“At the annual sales meeting our 
company presented and explained the 
various features of our sales program 
for the coming year. They stressed 
that we should make constant use 
and presentation of all features with 
the. oughness; we should persistently 
strive and contrive to be more broad- 
ly helpful to customers and prospects; 
they emphasize the necessity of our 
acquiring and furnishing to them, 
more comprehensive and _ detailed 
knowledge of the business of our cus- 
tomers and prospects; we were asked 
to report complete territorial infor- 
mation, facts and changing condi- 
tions; they told us to be alert to 

(Continued on Page 114) 
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By JOHN E. WILEY 


Vice-President, Fuller & Smith & Ross, Inc., New York 


Aduertisings Wartime Ha 
Onporlunities 






Today's problem of selling a minus quota requires the 


@ WE ARE all interested in how 


industrial advertising can help win the 


war, but we view the problem in dif 
ferent ways, according to our occupa- 
tion and training within the industrial 
structure 

Some of us are advertising agency 
men. Some are publication represen- 
Some are sales 


tatives. managers. 


Some sell direct mail. Many are ad 
vertising managers and there 
president 


may even be an _ exalted 


of an industrial company in_ the 
group. 

[ think we can get along faster, 
ind think through this problem of 
how industrial advertising can help 
win the war more clearly, if I make 
believe you are all advertising man 
igers of industrial companies. 

After all, the advertising manager 
is the common denominator in the 
situation. He’s the common denomi 
nator, if the term means being “in 
the middle.” 

On the one hand the advertising 
manager has agency men, space sales- 
men, and direct mail people urging 
him to continue and increase his ad 
vertising during the war. 

From these men, the advertising 
manager hears a variety of reasons 
why he should have a healthy budget. 
They range from vague generalities 
name before the 


like “Keep your 


Kr at ddre Se ne t a Minu 
Quota bef the Eastern Industria 
\dvertisers I ale i April 2 


same technique as plus quota operation—but in reverse 


trade look what happened to 


those seventeen companies who 
stopped advertising during the last 
war” to splendid, well-worked-out, 
and unselfish plans for really helping 
the war effort through showing men 
on the production line how to do a 
better job. 

But suppose the advertising man- 
ager goes for one of these sounder 
plans in a big way. Suppose he has 
found out how his company can use 
advertising in a way that makes sense 
during a total war. 


Being “in the middle” he has to 





JOHN E. WILEY 


we cannot sell advertising policies 
anade ent o the basis of duty as 
as we ‘ oO the basis of oppor- 
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turn around and sell the idea to 
Maybe, 
through, he also has to sell it to 


management. before he is 
ownership and to government. 

Wanting to sell management an 
advertising idea, can he now call old 
J. P. on the inter-ofhice phone and 
set up an advertising meeting for 
next Thursday? 


He knows J. P. 


will be down in Washington until a 


Like heck he can! 


week from Sunday, that his adver- 
tising plan meeting will be delayed 
for weeks. He knows that when he 
does get the meeting, his president, 
his treasurer, even his sales manager, 
will approach the subject of adver- 
tising with some vague but potent 
question marks in their minds. 

That’s what I want to talk to you 
about 


advertising managers 


these question marks. 
In every single year, in the past 
that you and I have prepared anc 
presented an advertising plan to n 
those particular 


agement question 


marks have not existed. We could 
call our meetings and present 
budgets with the firm assurance that 
we saw eye to eye with managen 
that the object: ve 
for the year was to increase sal 


You and I know that cannot »% 


5 


on one thing 


the objective of very many comp 
this year. 
It sounds so simple, that I fe 4 


little foolish in propounding 


5 


change in management objecti\ 



















ind 


1¢ basic cause for the floundering 
,at is apparent in the advertising 
scussions within a company. 

But when we stop to think that 
dustrial advertising germinated, 
erew and flowered in the hothouse 
of intense competition for sales, there 

little wonder that it shows signs 
of withering when the heat is turned 
oft. 

Perhaps, before we go on, we should 
take a look at just how low the heat 
has been turned. 

A recent survey by McGraw-Hill 
Publishing Company showed that 
whereas in normal times 150 leading 
industrial advertisers agreed upon “In- 
creased Current Volume” as the No. 1 
objective of their advertising, only 
twenty-seven per cent placed in- 
creased sales among the first four 
objectives of their advertising under 
war conditions and that survey 
was made, I presume, before the re- 
cent crop of industry conversions had 
gotten under way. 

It’s purely a guess, but my guess 
would be that less than ten per cent 
of industrial advertisers are now look- 
ing upon increased sales as the current 
objective of their advertising. 

That being the case, let’s tackle 
together this problem of how to get 
those question marks out of the mind 
of management this problem of 
how to sell our associates on the need 
tor advertising now. 

Last year we sold budgets and 
schedules and copy angles. This year 
we have to justify advertising itself, 
as a necessary business force during 
wartime. 

Maybe you don’t think advertising 
needs selling. Perhaps you don’t see 

ersonal application to your own 
‘ contacts in what I am saying. 
own department may be sailing 
vong on the same budget as last 
year, and you may think that makes 

»straction of the whole idea. Or, 
may look back to the growth of 
tising in the last war and con- 
vourself with a “we did it be- 


ind we'll do it again” phi- 


ybody feels that way about it, 
vy we should take a look at 
f the other threats be- 
ibsence of competition 

ire potential forces to reduce 
ng volume. 

ire a few of them: 

iper Shortage—Opinions vary 


A. serious this may prove to 
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will for the duration. Or — 


Advertising’s Wartime Opportunities 


1. Help the war effort by (a) training new production people; (b) 
answering a war need with knowledge of a machine or a process; (c) 
helping to cut down the use of some vital material; (d) showing how 
to convert a machine or product to war use. Or — 


2. Contribute to the basic wealth of the country by stimulating the 
sale of products which do not detract from the war effort. Or — 


3. Contribute to the general welfare by preserving the market 
which formerly supported the labor, management, and production 
facilities of a company through keeping alive its trade mark and good 


4, Protect the families who will become dependent upon a war indus- 
try’s payroll by explaining the machines, products, processes or services 
which that industry will have available for peacetime industry. 











be. Apparently a reasonably good 
quality of paper will be available in 
sufficient quantity for business paper 
publication, and not for too-elaborate 
direct mail. 

2. Colored Inks—A serious short- 
age may develop in certain colors. 

3. Plates and Type Metal—Lino- 
type and other typesetting machines 
use practically the same metal that 
goes into babbit. Zinc and copper 
are used in making engravings, and 
you know how essential these metals 
are to the war effort. Even before 
allocations of type metal and plates 
develop, it is our duty to conserve 
them in every possible way. 

4. Legislation—Direct taxation of 
advertising, either as a_ restrictive 
measure, or for revenue, is a threat. 
Advertising, as an allowable cost on 
government orders, has already been 
restricted, and the contemplated ceil- 
ings on corporate profits may still 
further restrict the funds available 
for advertising. This is dependent 
upon the attitude of Congress to- 
ward advertising as a necessary busi- 
ness cost, and the consequent phrase- 
ology of the law. 

5. Government Opinion — With- 
out the formality of legislation or 
allocation the mere expression of an 
opinion on advertising by a govern- 
mental official can have a far-reaching 
effect. Business men are sensitive to 
these comments, and it is right that 
they should be. I am listing it as a 
threat, not because I think it is per- 
nicious, but merely because it belongs 
in any catalog of these forces which 
can reduce the volume of advertising 
between now and the end of the war. 

6. Delayed Decisions — This is a 


time when even those managements 
who see the need to continue adver- 
tising are disposed to “wait and see 
what happens.” As a result, many 
appropriations are delayed for months 
on end. 

7. Patriotisimo—By patriotisimo, | 
mean that swing of the emotional 
pendulum that caused the profit mo- 
tive, and its consequent desire to have 
one’s brand name survive the war, 
to be considered something just a lit- 
tle shady and reprehensible. 

8. Narrowed Profit Margins — 
Whether by legislation, taxation, 
higher costs or reduced operations, it 
is likely that many companies will 
operate under lower net profit condi- 
tions for some years to come. Those 
of you who can remember the years 
of 1931-32, will know what tempta- 
tion it is to management, under such 
conditions, to try to increase their net 
at the expense of the advertising 
budget. 

9. Preoccupation—In a_ recent 
Fortune survey of business opinion, 
the question was asked “What 
is the most important problem facing 
your business in the war years ahead?” 
Was the answer “Advertising’’? 
It was not! 37.4 per cent placed 
“shortage of materials” at the top of 
their list of business worries. Gov- 
ernment relations came next, with 
17.3 per cent saying that was their 
biggest problem. Plant conversion 
was listed first by 10.6 per cent. 

Way down at 5.3 per cent was an 
item called “Reduced need for prod- 
uct or services.”” That was the nearest 
thing I could find to an advertising 
problem, in the old sense of the word. 

Listed first by 3.5 per cent of those 


37 


| 
| 










































When a Red Cross drive was put on in the plant of Kellogg Switchboard & Supply Company, 
Chicago, R. C. Krueger, advertising manager, rigged up this portable electric truck to serve 


as a moving contributing post which went 


managers polled, was “Research and 


Postwar adjustment.” This item is a 
favorite theme among us advertising 
men when we get together, but it 
stands nearly at the bottom of the 
problems listed by management. 
These figures prove the fact that 
management is preoccupied with pro- 
duction and relations 


Men who shuttle back and 


government 
problems. 
forth to Washington have little time 
to listen to their advertising managers, 
or to give uninterrupted consideration 
to long-term planning. 

10. Confused Objectives — Proba- 
bly the most confused men in all the 
hodge-podge that has been created by 
war is the sales manager. I don’t mean 
that critically. I think the sales man- 
ager admits that he’s in a quandary 
nowadays. As you know and I know, 
he has always had a great influence 
over advertising. He hustled for big- 
ger advertising budgets to help him 
“beat last year’s quota.” He griped 
about the copy angle until he got it 
improved, or at least changed. He 
had strong ideas about which business 
magazines should be used to influence 
particular fields. In short, when com- 
petition was on the job, helping us 
sell advertising, the sales manager was 
the fair-haired boy of business. 

The sales manager still gets the 
orders. But he often gets them from 
one customer, Uncle Sam. And the 
rest of the time he has to operate as 
a “‘sales-manager-in-reverse” trying to 
hold back sales, rather than increasing 
them. 

Within the past month I have actu- 
illy heard a sales manager bawl out 
one of his salesmen for calling on an 
old customer. Told him to stay away 


from there! A man in that frame of 
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up and down the aisles for contributions 


mind certainly comes to an advertis- 


ing committee meeting with some 
question marks in his mind. 
Fortunately, he isn’t typical, but he 
is indicative of the mental adjust- 
ments which must be made by men 
who have spent their lives fighting 
for business, only to find themselves 
in an environment where their ener- 
gies (and the energies of their pro- 
totypes in the sales force itself) must 
be directed along new lines. 
11. Misuse—This last 


If advertising 


threat to 
advertising is internal. 
is misused now, if business paper ad- 
vertising, in particular, is written in 
generalities, if it is over-decorative, or 
merely boastful that will constitute 
threat of all. On the 


other hand, if advertising is truly con- 


the biggest 


structive—if, as Mr. Van Diver of 
the Union Carbide & Carbon Com- 
pany has pointed out, advertising 
takes needed information to the pro- 
duction line, that fact in itself will 
largely counteract many of the other 
threats. 

I have listed eleven threats to ad- 
vertising that have arisen as a direct 
result of the war. Now, what prom- 


ises to Industrial Advertising have 
I can think of 


only one, and that an indirect one. 


arisen from the war? 


On several occasions I have heard 
WPB officials say that 


papers as vital to the war 


they regard 
business 
effort. They feel that the editors of 
these publications are doing an educa- 
tional job which is extremely helpful. 
I wish they had added that industrial 
advertising is also doing such a splen- 
did job of educating new production 
line people that it, too, is making an 
indispensable contribution to war 
Instead they said some- 


production. 
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thing like this. ‘Industrial advertis 
ing, through its sponsorship of busi 
ness papers, reduces their cost to the 
reader and is, therefore, 
as a contribution.” 


recognized 


This is a promise of sufferance only 
It is not a promise of growth. 

I think we ought to take a goo 
look into the mouth of this gift hors 
from WPB. 

Why do these government official 
appraise industrial advertising as mer: 
“sponsorship” of the editorial matte: 
resulting in lowered — subscriptio: 
rates? 

We who are in the 
industrial 


business of 
creating advertising arc 
fond of referring to our product as 
being an extension of the editorial 
content of the book in which it runs. 

We explain that the 


cover the details of a new process, 


editor can 


machine or service only when it is 
first introduced—that the 
information 


function 
of giving continuous 
rests with the manufacturer, through 
his advertising. 

If we are right in our appraisal of 
the function of trade and industrial 
advertising, why was this function 
not recognized by these WPB officials 
I have mentioned, when they appraised 
the importance of advertising? Why 
didn’t they say it was itself an edu- 
cator, rather than a sponsor? 

We can’t 
abstract thinkers of 
Those particular government men are 
fresh from the field of industry. They 
have read industrial publications all 
of their lives. 

Their appraisal of industrial adver- 


blame this one on the 
government. 


tising is of deep significance to you 
and me not only because they 
are members of our government with 
wartime powers over our means of 


livelihood, but also because they 


typical of the executives to whom we 


- 
must appeal for budgets and plan 
approval. 

I submit that we cannot sell ady 
tising policies to management on the 
basis of duty as well as we can on a 
basis of opportunity. So, let’s spend 
the remaining time we have toget! 
in considering the ways in which we 
can explain the opportunities which 
we know exist in properly planned 
industrial advertising. 

To be true 
should: 

1. Help the war effort by 

(a) Training new production 
people. 
(Continued on Page 106) 


opportunities ticy 
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SZ 2. WELL, SO WHAT? 











New prospects were never as numerous as now—nor as hard to get to and serve. 
Barren acres become booming plants overnight. Peacetime plants convert for War 
Production between dawn and dusk. And all these changes are bringing new men — 
new jobs—new needs behind heavily guarded plant gates. 


Not for 25 years has there been such a need for desk-side information on what to 
buy — how to use it— where to get it. The man who supplies this sort of information 
today has the inside track to sales whenever he needs them. 


So you need METAL INDUSTRIES CATALOG! You may not need customers 
today, but you do need contacts more than ever. Many a customer pounding on 
your door today will be pounding the pavements after the War...and what a 
scramble there'll be to grab what's left. 


METAL INDUSTRIES CATALOG will give you continuous, comprehensive cover- 
age that counts among plants—jobs—men too numerous and too new to be reached 
in any other way. 15,000 catalogs will be distributed to verified names in the 
8,100 first-line Metal-producing Metal-working plants. 


METAL INDUSTRIES CATALOG will contain hundreds of pages of manufacturer 
catalog and bulletin material supplied by space users. It will be triple-indexed by 
Company names—Trade names — Products. It will be merchandised to plant users 
by frequent informative, helpful technical data bulletins —each with the Company 
names and products of space users. 


Catalog units will be low in price. Results in Service and Sales (as your needs re- 
quire) will be high. Get full facts now by letter or phone. 


PUBLISHED BY THE REINHOLD PUBLISHING CORP. 
330 WEST 42nd STREET, NEW YORK CITY, BRyant 9-4430 


1133 Leader Building, Cleveland, Prospect 5583 
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Trends 





marketing procedure, 


A rev'ew of conditions within industries which influence industrial 


written by editors of business papers 





War Contributes New 
Importance to Wood 
@ THE TREND in 


is definitely up, and it is hazardous to 


woodworking 


predict any boundaries or limitations. 
Happily, there is no scarcity of wood 
ind with the pinch of priorities on 
many metals, more and more wood 
will be used in our war efforts. 

The Army and the Navy are re- 
ported to be testing ply wood planes. 
Already approved for certain training 
purposes, it seems very likely that 
ply wood will enter, to a considerable 
extent, into the construction of fight- 


Weight 


plywood is 


ing and bombing aircraft. 
tor weight, modern 
stronger than steel. There are other 
decided advantages such as increased 
fire resistance, ease and speed of 
fabrication and facility of repair. In 
fact, it looks like a logical way of 
smashing the bottleneck in our tre- 
mendous plane production program. 
If plywood planes are authorized, it 
will mean busy days for most of the 
woodworking plants of the whole 
country. 

The new adhesives and new pro- 
duction methods are winning new 
markets for wood. In the future, we 
may expect to see plywood panels in 
refrigerators and kitchen stoves. We 
may even see bases and machine tool 
from the versatile 


parts fabricated 


plywood. Plywood is an_ essential 
material in the construction of trail- 
helping to solve the 


Then 


there is the brisk demand for regular 


ers which are 
problem of defense housing. 
manner of 


lumber items for all 


building purposes, and people are 
buying furniture. 

New wood products such as com- 
pregnated wood offer boundless pos- 
sibilities in the manufacture of com- 
ponents for existing equipment—in 
the construction of entirely new 
items, with new physical character- 
ISTICS. 

Laminated wood offers great pos- 
sibilities in structural work of all 
kinds, 
with plywood. 


All in all, it looks like the dawn of 


particularly in combination 


1 new era in the woodworking field— 


iN Opportunity to intrench with supe- 


40 


rior new products. Against these, 
substitute materials will have difh- 
culty making inroads.—Wes.tey G. 
Pautson, Editor, Woodworking Di- 


gest. 


War Applications Spur 
Electronics Developments 
@ THE ELECTRONICS 


is now all-out for war, and the 


industry 


accomplished 
Plants 


changeover has been 
with speed and efficiency. 
which had made radios are now build- 
manner of radio and elec- 


Tube manufactur- 


ing all 
tronic equipment. 
ing plants, huge as they were, have 
proved to be too small to take care 
of war demands, and new plants are 
operating or being built, radio as- 
sembly lines are converted to amazing 


secret devices which we will not hear 


about until the war is over. The 


war orders for 1942 alone are of a 
sum nearly twice as big as the peak 


year of radio. 


A factor which will contribute to 
the improvement of electronic devices 
after the war is the accuracy and 
ruggedness with which this war-use 
equipment must be constructed. The 
tax on equipment in high altitude fly- 
ing, excessive temperature differen- 
tials, vibration (as in tanks) and air 
called for 


pressure differences, has 


rapid design of a new kind of equip- 
ment, new materials, and an observ- 
ance of manufacturing tolerances 
that had never before been conceived. 
All this will contribute to finer radio 
and finer broadcasting when produc- 
tion for the public starts again. 

The contribution of electronic cir 
cuits to the industrial speed-up is quit: 
amazing. Automatic operation ot 
machinery and processing operations 
automatic inspection, weighing, count 
ing, sorting, color control, aids to 
human safety and to an uncount 
able number of other operations es 
tablishes the lately publicized fact 
that this is truly the electronic age. 
—Kerrh Henney, Editor, Elec 
tronics. 


House Organ Editors’ 
Victory Conference May 14-16 


Editors of house organs from all over 
the country will meet in Chicago, Drak« 
Hotel, May 14-16, in a Victory Confer 
ence of the National Council of Industrial 
Editors Associations Because of the it 
portance of disseminating vital wartime 
information through editorial and news 
columns of company publications, the War 
Production Board and Treasury Depart 
ment have given official approval of thé 
meeting and urged full attendance. Officers 
of these departments and FBI and OCD 
will participate in the program. Mar 
guerite Sammons, Pure Oil Company, 
Chicago, is secretary 


Britton and Chapple Appointed 
To Advertising Council 


Mason Britton, vice-chairman, McGraw 
Hill Publishing Company, and Bennett 
Chapple, assistant to president, American 
Rolling Mill Company, Middletown, O., 
have been elected to the board of direc 
tors of the Advertising Council, Inc. In 
this expansion of the Council's board, Mr 
Britton will represent the business paper 
field and Mr. Chapple the industrial 
vertising field 


R. S. Robinson, advertising manager, Columbian Steel Tank Company, Kansas City, 
conceived this double duty method of protecting plant windows from shattering in the e 


of bombing and promoting War Stamps and Bonds by taping windows with this de 


- 
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GOOD LOOKING... 
but does he GET THE BIRDS? 








Never more valuable than today, are such 
sections as “How Other Men Manage,” and 
“Knitting Kinks”. A special section in Feb 
ruary issue on “Maintenance Methods Used 
by Avondale Mills” drew orders for more re 
prints than any such presentation in the mag 
azine’s history. Knitting mills throughout 
the country have requested reprints on photo 
graphic “Knitter Hints” teaching conservation 
and safety. Current and recent titles include 
such as the following: “The Mill—A Military 
Machine”, “Saving Useless Waste in the 
Mill”, “Cleaning Is Important Phase in Ho 
siery Mill Maintenance”, “Engineering De 
fense Training for the Textile Industry”, 
“Belt Maintenance”, “The Seven Day Week 


Solving ihe Problem It Brings”, “Girls Re- 
placing Men as Doffers”, “Lubricating Mill 
Machinery”, “My Country and My Duty”, 


“Philadelphia Forum on Making Duck”, 
“Training Knitters on Full-Fashioned Ma- 
chines”, ete. 
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DEAUTIFUL feathers and coat—but how does 

he work in the field? 

Similarly, in textile publications the need to- 
day is for working information—not for orna- 
mentality, previewing of styles and fashions, 
gaudy plant descriptions. The value of a pub- 
lication is determined not by its “plumage” but 
by the kind of a job it actually does for its 
readers. 

Officials, superintendents and operating exec- 
utives are demonstrating conclusively that what 
they are interested in is practical operating guid- 
ance, helpful information on labor and material 
utilization, maintenance advice for plants that 
are running continuously, concise data on mar- 
ket trends and demands. 

Does this sort of reader approach “get the 
birds”? Last year, readers sent in inquiries for 
approximately 2,500 booklets and catalogues on 
all classes of machinery, equipment and supplies. 
(List of typical inquiries upon request). Many 
more wrote advertisers direct for such literature. 

For selling today or building for sales tomor- 
row in the textile field, find out at once how 
COTTON can put your message across to a mar- 
ket where over 50% of current production is 
for Army and Navy requirements. 














































































FAST CENSORSHIP SERVICE 


To tHe Eprror: Many thanks for 
your article in the March issue where- 
in you told just Ww here to send copy 
and layout for ofhcial government 
approval. I thought you might be 
interested in knowing that we fol- 
lowed your instructions with what | 
might call amazing success. 

Last evening we sent by air mail 
special delivery, copy and layout on 
an ad and it was directed to W. M. 
Wright, Jr., Lt. Colonel, GSC Chief 
Pictorial Branch, Bureau of Public 
Relations at the War Department. My 
letter which accompanied this mate- 
rial asked if we could possibly have 
an okay by collect telegram, inas- 
much as, per usual, closing dates were 
closing in on us. Imagine my delight 
and surprise when I returned to the 
ofce after lunch today and found 
the telegram from Col. Wright stat- 
ing that the material I had sent was 
okay for release. 

If this isn’t service with a capital 
“S” on the part of the War Depart- 
ment, I don’t know what the word 
means. 

W. J. HENDERSON, 
L. W. Ramsey Company, 


Davenport, lowa. 
, Vw 
COAL CAR GAME 


To tHe Eprror: Long coal trains, 
pulled and pushed by mammoth lo- 
comotives, are constantly on the move 
over extra-heavy track stretching 
trom Tidewater, Va., to the Great 
Lakes. Familiar sight is unloading 
otf C&O coal cars, ranging from 50 
to 90 tons’ capacity, on thousands 
of sidings at industrial plants and 
retail coal yards. 

Drawing upon the interest occa- 
sioned by this continual shifting and 
movement of C&O rolling stock, 
Chesapeake and Ohio is announcing 
in current issues of Black Diamond, 
Coal Heat, and Retail Coalman de- 
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tails of its “Coal Car of the Month” 
game. Coal producers, distributors, 
retail dealers and their employes are 
encouraged to be on the lookout fo- 
some designated C&O car each 
month. To those reporting having 
seen the car, or “having handled it 
on paper,” goes a little gift from 
Chessie. 

A reprint of the announcement ad- 
vertisement designating the car for 
April, is enclosed. Box insets in sub- 
sequent advertisements will announce 
car numbers to be watched for in 
ensuing months. 

WaLTerR S. JACKSON, 
Advertising Manager, 
Chesapeake and Ohio Lines, 
Cleveland. 
, Ve 
WAIVES PROOFS 

To tHe Eprror: Attached you 
will see what Rickard and Company 
is doing in an effort to coéperate with 
the government to conserve paper and 
ink. 


When our clients’ advertisements 





BE ON THE LOOKOUT FOR CAR NUMBER C & O 50999 
Cteumpoeade end Obra") * 
wn WONTEE * 





First of a series of pages Chesapeake & 
Ohio is running in coal trade papers in 
which a “reward” is offered to the person 
who spots the car shown in the illustration 





are sent out to the various publica 
tions, we use the “Save Paper—Speed 
Victory” stamp on the layout fold- 
ers in all instances where the usual! 
proofs are not required. If all agen 
cies and advertisers would follow th« 
same practice, I am certain a very 
worth while saving in paper and ink 
would result. 

You may wish to bring this ide 
to the attention of the readers of you: 





SAVE PAPER - SPEED VICTORY | 
DO NOT FURNISH PROOFS 


—-T.' Te 














publication. As far as we are con- 
cerned everyone is free to use it. 
H. L. FisHer, 
President, Rickard and Company, 
New York. 
- we 
RE LARGE ILLUSTRATIONS 


To tHE Eprror: We note with 
interest The Copy Chasers’ reference 
in “O.K. As Inserted” for April (p. 
78), to one of the advertisements of 
our client, the American Engineering 
Company, relative to the amount of 
space used for the illustration, 34 sq. 
in. against 70 sq. in. 

We agree that this might appear 
on the surface as a waste of space 
when more product information is 
needed. However, we have discov- 
ered in our hoist advertising that a 
man is generally interested in a hoist 
for one of three reasons: (1) When 
his present hoist breaks down; (2) 
if he is expanding his plant and needs 
additional hoists; (3) if he is build- 
ing a new plant and needs hoists. 

A prospect’s interest, therefore, is 
not very constant in a hoist. The 
Lo-Hed is a good hoist which we 
would like to tell these men about, 
because we know that hoists are not 
bought on the spur of the moment, 
but are either purchased after some 
thought or predicated upon past ex- 
perience. 

The prospect not being primarily 
interested in a hoist, therefore, would 
skip the advertisement no matter how 
important the technical informat 


=) 


contained therein. 


os 


However, if we can get him to reac 
the advertisement through an il!s- 
tration in which he might be 
ested, then we can at least get 


the story of a good hoist. We «10 
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o Speed War Production 


NO. 1 JOB of Industrial Editors and Advertisers Is to Make 
“HOW-TO-DO-IT” Information Available Where Needed 


WHEN CANADIAN AVIATION requested permis- 

sion to reprint a certain article on aircraft engine 
manufacture in their past March issue, and when 
AMERICAN MACHINIST readily and gladly granted that 
request, another publishing “taboo” bit the dust. 


This is WAR . . . and peacetime conventions are 
being torn down to make way for a free exchange of 
technical information among those who are fighting 
our common cause. 


Industrial advertisers, too, are doing their part in 
this new day of helpful, all-out cooperation. More 
and more companies are swinging over to the type of 
copy that serves as well as sells. Look through the 


current issue of AMERICAN MACHINIST . . . see the many 
pages that, like the editorial content itself, are keyed 
to the need for practical, usable, factual information. 


This is not only the patriotic way to advertise today 
... it is the sound, sensible way. Help the users of your 
goods now, when they really need help, and they 
won't forget it. 


Here’s one more thing to keep in mind: The reading 
time of Metal-Working production executives is neces- 
sarily limited. Your surest way of reaching them is 
through AMERICAN MACHINIST . . . the fortnightly tech- 
nical authority that is being read, studied and used 
today while less essential publications gather dust. 


Your Advertising in AMERICAN MACHINIST 


os be shoulder to shoulder with editorial production data eagerl) 
will sought after by production men .. . bringing them information 
they want, must have and can find nowhere else. In addition to 

regular articles on Metal-Working, AMERICAN MACHINIST features the now- 
famous Armament sections and "Working of Materials” sections . . 
over a quarter-million reprints have been requested . . . AMERICAN MACHINIST 
reaches over 21,500 net paid subscribers (Metal-Working’s largest by several 
thousands), and has an estimated 100,000 readers .. . It covers the buying power 
of over 90% of Metal-W orking, and of plants with defense contracts. 


. of which 


Home tn 


Qf METAL-WORKi We 








then send him a complete catalog 
giving all information. 


You can readily understand the 


limitations of explaining industrial 


products in business papers. It is for 
this reason that we use a large illus- 
tration of a subject that has nothing 
to do with a hoist, but does have 
something to do with and ties up 
with the primary feature of the Lo- 
Hed hoist, which is “balance.” 

You might easily say we could 
idvise them on how to maintain a 
hoist, how to utilize hoists for various 
jobs, and other helpful information. 
The average maintenance of a hoist is 
not a very great technical subject, and 


break 


down, and as far as the uses of a 


frankly, they do not often 
hoist are concerned most every Tom, 


Dick and Harry knows them. 


You might be interested to know 
that this series of advertisements has 
been one of the most successful ever 
Engineering 


run by the American 


( ompany with many requests for 
catalogs and good recognition for our 
consider 


salesmen. We, therefore, 


the advertisements as doing a good 
selling job in keeping with present 
economic conditions, and we are sup- 
plying vital information to industries 
through getting them interested in 
securing complete information. 

We appreciate The Copy Chasers’ 
criticisms, as well as the many com- 
pliments you have given the adver- 
tisements we have prepared, notably 
mn vour recent articles on Hunter 
Pressed Steel 
Feb. °42, p. 26) and A. P. deSanno 
& Sons, Inc. (See IM, Apr. °42, p. 


20.) Keep it up; you are doing a 


Company (see IM, 


good job. 
J. F. ARNDT, 
President, John Falkner Arndt & Co., 


Inc., Philadelphia. 
~~ -e 
HELPFUL ADVERTISING 


To tHe Eprror: Enclosed are 
proofs of three ads, which show how 
salesmen and field men can help pro 
duce the “helpful” industrial adver- 
tising needed today. In this case the 
product advertised is completely un 
obtainable by the industry addressed. 
The advertiment accordingly presents 
clean-cut, valuable information § on 
conserving irreplacable materials 

was dev eloped by 


Nickel Company’s 


This information 
the International 
representative in the paper industry, 


T. E. Lagerstrom. 
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thee luted below The Imternationel Veber 


Complete, authoritative informa- 


tion of this character is certainly 
needed today. And the advertising 
man must depend upon the field man 
to get it. 

FREDERICK G. MASLEN, 


Marschalk and Pratt, Inc., New York. 
a oe 
‘ADOLPH" MEDALS 


To THE Eprror: 
might be interested in the attached 


We thought you 


label prepared for our client, Scherer 
Freight Lines, Ottawa, Ill., to impress 
their drivers with the importance of 
careful handling of freight in the war 
effort. 

The label is attached to each ship- 
ment as it is picked up by the Scherer 
driver, and serves to remind both those 
who handle the shipment on the trucks 


CONSERVE Aad Help Win The Wer! 


and in the terminals and the shipping 
clerks who finally open the shipment 

to “handle it with care.” 

James E. GALLAGHER, 

Kenneth B. Butler & Associates, 
Mendota, Ill. 

7+ + © 

NO PERSONALITIES 


To THI 


comments on page 84 of the April 


Copy CHaserRs: Your 


issue, regarding the anonymity of 


Haynes copy writers, touch on the one 


point of your most interesting depart- 
ment which has always seemed “out 
of phase” with the rest of your ma- 
terial. 

Frankly, I don’t think the perso- 
nalities involved in the creation of a 
particular advertisement ought to be 
stressed for the interest of people who 
are seriously discussing the technique 
of the ad. 
of gossip—and gossip, however inter- 
esting, is certainly not essential fo: 


Personal mention smacks 


a professional paper. 

In spite of which, I'd like to sec 
your department bigger rather than 
smaller. I like to read compressed 
material as well as the next fellow, 
but when it’s straight down the mid 
dle of my alley, as your articles often 
are, I could do with a bit more ex 
pansion. 

READER, 
Philadelphia 

Eprror’s Nore: Among the reasons T 
Copy Chasers’ feature was established 
some five years ago was for the purpos: 
of giving recognition to industrial adver 
tising copywriters who are doing o 
standing work, feeling that they, as we 
as copywriters on consumer goods 


vertising, should be known generalls 
the advertising field 


v  ¥ 
BAND “SELLS” BOOKLETS 


To THE Eprror: 
our instructive literature a significant 


In order to give 


and close association with the war 


SPEED UP VITAL PRODUCTION — This booklet will help you 
conserve aluminum and speed up vital production It explains bow to 
correctly use and work the metal Read it carefully, follow its instruc 
bons to eliminate waste and scrap losses and reduce tool breakage 
For further information on any process or technique explained herein 
write to the nearest sales office of Aluminum Company of Amence 


Meta! in the scrap bin, or broken tools will never win a war!’ 


effort, we have started the use of a 
band label in which all of our inform 
ative books on aluminum will be in 
dividually wrapped. A sample of ¢! 
label is attached. 

Inasmuch as aluminum is quite an 


important material, we are making 


every effort we can to keep the Wal 


¢} 


industries fully informed on 
proper methods of working the met 
as well as supplying information 
garding proper salvage methods, et 
These booklets are designed to g 
specific working instructions in or 
to obtain the highest possible prod: 
tion and at the same time reduce sc 
losses and tool breakage to a mi! 
mum. 

F. L. GEMMER 

Aluminum Company of Amer 
Pittsbu: 
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SPEED THE WAR EFFORT! 
HELP RAISE PRODUCTION EFFICIENCY! 


Advertising’s famous tell all principle 


has an added meaning in its wartime 


.Tell How! Many indus 


pplication 


trial advertisers have converted their 


dvertising to this wartime principle. 
As a result, advertising is helping the 
editors of business papers with the huge 
job of transferring information from 
where it is, to where it is urgently 


needed to speed the war effort 


Find some angle about your prod 
uct, material, method or plant that 


will make it helpful in Conversion, or in 


raising production efficiency. Then put 


your advertising to work to Tell How’ 
lf your company is not in a position 
to ask orders today tell how to 
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make your material go farther, how to 
make your product last longer, how 
to get more and faster production, how 
to train new men. Check the Tell How 


list for other timely ideas. 


The men who run the metal work 
ing and metal producing plants of the 
nation want this information now 
That's why more and more of them are 
turning to STEEL magazine. Here 
is your opportunity to keep the lines 
of communication open between your 
company and your customers and pros 
pects. The activities of your salesmen 
are restricted by war regulations, and 
by ever increasing travel difficulties. 
But 4 TE EL magazine has free access 
every week to the executives and key 
men in the worthwhile plants whose 
good will you must hold for the future 


security of your business. 
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HOW TO BE OF SERVICE 
TO THE: MEN 
YOU WANT TO CONTACT! 


TELL HOW your product can 


help to win the war 


TELL HOW to conserve vital 


materials 


TELL HOW to speed plant | 


conversion 


TELL HOW to helpemploy- | 


ees produce more 


TELL HOW to use alternate 


materials 


TELL HOW to increase 


machine efficiency 


TELL HOW to order to expe- 


dite deliveries 


TELL HOW to make your 
product last longer 


TELL HOW to improve plant 


working conditions 


TELL HOW to do the job 


faster 


TELL HOW to eliminate . 


waste 
TELL HOW to save time 
TELL HOW to train green 


men 


TELL HOW to protect against 
sabotage 


TELL HOW to improve pro- 
cessing methods 


TELL HOW to improve safety” 


. tecords 






























Sales Promotion... 


Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





-ray System of Illustrating Shows 


the construction 


@ TO EMPHASIZI 
features of its Gyrex vibrating screen, 
Conveying Belt Company, 


* has employ ed the x-ray 
new 


Robins 
P ISSaic; N. 
in a 


tec hnique of illustration 


twenty-two-page catalog of the equip- 
While this method of illustrat- 


ment. 
of machinery is 


ing interior 
not new, it is perhaps the first time 


has been used in the mining equip- 
The method simplifies ex- 


sections 


it 


ment field. 
planation of working units of machin- 
ery which cannot readily be seen from 
in ordinary photograph 

In the forepart of the catalog the 


four major parts of the Gyrex screen 
ire printed on separate transparent 
sheets framed in diecut openings in 


the pages. When viewing the first of 
these pages against the others as the 


book is opened, a complete machine 
In turning the first page, the 


is seen. 
portion of 


cast base and the visible 


the screen is removed and the reader’s 
attention is directed to the springs 
which are printed on the next trans- 
The next turn of the page 


pa rency. 
subse- 


and 


C Opy 
the 


reveals the live frame, 
quently the vibrator. under 


illustration 
operating 


discusses con- 


each 
features 


struction and and 
enables the reader to study each ele- 


ment independently of the others. 
In the center of the catalog is a 


three-page spread with numerous in- 
stallation views testifying to the ver- 
satility of the equipment. Pages with 


detailed specifications follow. 
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In the 


Features 


HIBRATING SCREENS 


et 


Witter 


Tittege 
eee et ttteteH4 5, 
$33 


Robins Conveying Belt Company, Passaic, N. J., uses the X-ray technique in a new catalog 
promoting its Gyrex vibrating screen. By this method, the turning of the pages ‘'strips” the 
machine and focuses attention on four of the construction features which are ordinarily hidden 


back is bound in a questionnaire call- 
ing for all information needed on 
which to base a recommendation and 


quotation on the prospect’s needs. 
The catalog is 8'2x11 inches in 


size; printed in blue, red, and black; 


mechanical binding; and laminated 
front cover. 

The book has been promoted with 
space in mining journals and wide 


publicity. The demand for the cata- 


log has been so unusual that it has 
been necessary to evaluate requests 
carefully in order to make the supply 
cover effectively. The company feels 
the illustrative 


that the novelty of 





technique and the general high cha 
acter of the piece has created favo 
able prestige, in addition to supply: 


practical buyer information. 


+ 


Warner & Swasey Expands 


Training Course 

@ A STAFF of instructors specia 
trained in the technique of grind: 
and setting cutting tools will be ma 
available to conduct a one-hour p 
gram on the subject in metal wo 
ing plants and training institutions 
over the country, by The Warne: 
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New Eourpmenr Dicesr 
HAS ENLISTED* FOR THE 
DURATION! 












Conversion, conservation, improved 
and increased production form the 









es ene of practically all articles in the 
so yea? issue pictured, as well as in issues of 
ce cre * on {abr 
pinta was UES Ke and I NEW EQUIPMENT DIGEST to come. Cov- 
~ 4 into Live 
> 1 


ering every type of industry with more 














sset 

j Sores than 150,000 readers in over 40,000 
» fapricates ii + plants, with better than 50,000 copies 
eon et runt monthly, NEW EQUIPMENT DIGEST is 
cn anne doing its part to assist manufacturers 

ney in pian prac conv in .olving their wartime problems. 
“ cre *As outlined in April Industrial Marketing. 

cninet> ‘ont 





log 
the 


yen 


pe Materials 





ApP 
New ans cCaralos® 
Hous® Ongar and 

New ° Pa 
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L SONNEBORN SONS inc 


rms?" oa 
A hearrea fire (10s 


When this piece of promotion for Lapidolith liquid for finishing concrete floors was devel- 
oped it was planned to insert a nail in the holes punched in the letterhead with which 
to conduct a scratch test, around which the campaign is built. Second thought, however, 
eliminated the nail and instead provided a red note in its place to the effect that the nail 
would be more useful in war work and the recipient could make the test with any sharp metal 
article. The return card calls for a concrete test block, half of which is finished with Lapido- 
lith to enable recipient to make test both ways. The folder gives complete product information 
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Swasey Company, Cleveland turret 


lathe builders 

The program, designed to be given 
n plant meeting rooms at change of 
shifts or at other hours convenient 
to operators and trainees, will feature 
unusually interesting high speed sound 
motion pictures which slow up and 
magnify metal-turning operations and 
thus reveal the secrets of cutting tools 
n action. A new service of the com 
pany’s Turret Lathe Operators Serv- 
ce Bureau, the instructors and film 
will be available upon request with 
out charge. 
plant 


The company pioneered in 


instruction for turret lathe operators 
1 vear and a half ago and has since 


— 


conducted progt ims in ovel 


netal-working plants 

W herevet oul instructors have 
vone, the predominant questions have 
been about the grinding and setting 


explains Walter K. Bailey, 


Swasey vice president 


ot cutters,” 
Warner & 
That is the 


' 


reason we decided Lo) 


1unch the new course W hich s de 
oted to this subject exclusively.” 

In addition ¢ the sound film, the 
tools, rant 


ecturers wil 
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model cutters, and charts, and will 
distribute to the operators who at- 
tend the program a sixteen-page il- 
lustrated booklet Ww hich high-spots the 
fundamentals of the instruction. 
The sound film entitled “Chips,” 
shows at 1/100th actual cutting speed 
exactly what happens when a cutter 
is ground correctly and what happens 
incorrectly. It 


w hen it 1S ground 


ilso includes instruction in the use 


of chip grooves, in how to control 


Undaunted by tin conservation regulations 
E. J. Kelly Company, Kalamazoo manufac- 
turer of printing inks, has solved its packag- 
ing problem for the present by adopting a 
container resembling an ice cream package 


size and length of chips, the function 
of coolants, and the advantages of 
honing cutters. 

“The performance of cutting tools, 
more than any other single factor, de- 
termines the extent to which the oper- 
ator gets out of his machine all that 
is built into it,” Mr. Bailey explains 
“Existing plant equipment as well as 
the modern equipment being built by 
the machine tool industry has a: 
enormous capacity to turn out wai 
production and every effort should b 
made to use that capacity to the limit 

“There is a tremendous job to b 
done in training not only the new 
hands who are joining the country’s 
huge production army every week but 
the thousands of experienced operators 
who are not fully familiar with the 


best operating techniques.” 


House Organs Blossom Out 
Like Flowers in Spring 
@ ANY LIST of house organs ha 


certainly been rendered incomplete 


this year with a burst of new com- 
pany publications appearing ever} 
month. With rapid changes in con- 
struction methods created by the war, 
there has developed an urgent need 


for published information to keep the 


Building materials salesmen of The Bar 
Division are now carrying a new comp 
kit of advertising and sales promotion © 
terial. Seven tabbed accordion folders, e» 
of different color, carry actual specim 
of all available promotion and sales pie 
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This specia! editorial insert, appearing in the May 
issue of POWER, presents the first complete and 
cuthorized (by the OCD) picturization of approved 
ways to combat incendiary bombs. Reprints of this a 
Insert, 22 by 30 in., suitable for wall mounting, are 
available { the editors at 10 cents per copy RESEARCH DEPT POWER 
ypical of + editorial service POWER is giving its 330 West 42nd St., New York, N. Y. 
=" r rs is this 4-page special section — 
Owing q vays to get more out of generators, Please sead me: 
m transformers and feeders 
[| 16-page booklet "Industrial Advertising — Today's Needs and Building for Tomorrow” 
[ ] “Power Engineers Tell What They Want to Know About Mechanical Transmission 
_ Ndustric ivertising—Today’s Needs | Equipment"— Summary booklet of interviews reported in “Selling Tips” 
pec! 4 anc iding for Tomorrow 
me YPical ex of how POWER’ i | 
s advertisers are , 
n elping the ' Name . . . Title 
ea omers and prospects, reproduced | 
Q “Dar ° 
Pac rmative bulletin. Or perhaps yo 
aven't req od seit Company 
9 q your summary booklet reporting 


hat Power 





al + . 
ransmis quipment. Order your copies on 


ers want to know about mechani- | Address 
e Coupon | 
















Inside spread of a four-page, two-color folder issued by the War Products Division of 
Dennison Mfg. Company, Framingham, Mass., illustrating some of its regular items which 








may be used in war work and a number of others made up especially for use on war con- 
tracts, thus indicating how the company’s various facilities may be put to work to help others 


Sales Promotion . . 





building world abreast of new im- 
provements and developments in the 
structural field. To meet this need, 
I. F. Laucks, Inc., Seattle manufac- 
turing chemist, has launched “Con- 
struction Glues.” Contents of the 
first issue, printed in blue and green, 
includes detailed information on con- 
struction glue technique, specifically 
is it pertains to laminated arches, 
their uses and advantages; the use of 
construction glue in erecting prefabri- 
cated housing units, designed for 
speed and strength; and other related 
innovations. In connection with this 
promotion, the company has estab- 
lished a slogan, “Wood & Glue Re- 
lease Steel for War,” which will ap- 
pear in its advertsing and as red, 
white, and blue labels. 

‘Worthington News” has been 
started for employes of Worthington 
Corporation, 


Pump and Machinery 





Harrison, N. J]. 


pages and cover, produced by litho 


First issue is twenty 


with aid of Varityper; has well bal- 
anced contents to interest all em- 
ployes and keep them informed of 
company activities in war work. Size 
8'5xl1l; Richard A. Strickland, 
editor. 

Ralph H. Deihl, advertising man- 
ager, The Falk Corporation, Milwau- 
kee, is doing a professional job with 
his new “Falk Forum,” designed pri- 
marily for the sales organization. It 
will carry confidential articles on 
process of manufacture and perform- 
ance stories. Some humor and person- 
alities will be included. Standard 
size; lithographed; twenty-four pages 
including cover which is done in two 
colors. 

Anaconda Wire & Cable Company, 
New York, is now putting out “The 


Anaconda Wire,” to dispense news and 





Front page and inside spread of new four-page house organ just launched by |. F. Laucks, 
inc., Seattle, to promote wood for war work by showing how glue simplifies its use 
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information about industrial develo; 
ments and the part played by copp 
wire and cable, “the life line of ox 
nation.” E. F. Luna, editor, is hi 
ting the objective nicely with plent 
of action photos. A current busine 
paper ad appears on the last of t 
Lithoed in black a 


orange on slick stock. 


eight pages. 


A tabloid four-paged news style 


sheet has been established by and for 
employes of The Corbin Screw Cor- 
poration, New Britain, Conn.  Fea- 
tures war activities, personalities, 
jokes, questions and answers. Named 
“Precision News.” 


Other company publications _re- 


cently started include a four-page 
standard size litho job, “Arcos Dip- 
pings,” for Arcos Corporation, Phila- 
delphia. Varityped, hand lettered 
heads and illustrations; going to let- 
terpress next. . . . Consolidated Motor 
Lines, Inc., Hartford, Conn., has pub- 
lished the first two issues of ““Consoli- 
dated Courier” for its employes. A 
fine slick paper job, edited by The 
F. W. Prelle Company, agency. 

National Cash 
Dayton, O., is publishing “Retailers 
for Victory” on behalf of the Retail 


Advisory Committee to the U. §. 


Register Company, 


Treasury. This four-pager drives for 
War Stamp and Bond sales. 


25° Edition 


JUSS UF? M112 


The New and 
Revised TAG Manual 
for Inspectors of 
Petroleum 
Freee PHP AT ee ON 


TeSTING PR TROLRE 
rRentits 


INORPE VS teTe Te fee 
TeSTENG tien irens 


Ingenious self-mailing folder with business 
reply card at bottom promoting a menue! 
for inspectors of petroleum published by 
C. J. Tagliabue Mfg. Company, Broot'y*. 
The diecut cover of the book in the second 
panel opens up to show a sample spree of 
the text pages. The address on the epl¥ 
card also serves for shipping instruc’ ons 
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Makes the Textile Industry 


need Your Help more than ever 


stead of civilian cloth — many are 
making duck for tents instead of duck 
for duck pants—some are making par- 
achute cloth instead of dress cloth — 

But they're using every machine 
they have available — old machines 
and new machines. 


. . . 
Little wonder therefore that they need 
help in their efforts to produce the 
needed textiles—to keep production 
up to delivery schedules and up to 
quantity demands — in their efforts to 
turn out several billions of dollars of 


textile 
worth 
produ: 
And, as always, they look to Textile 
World to supply the help they need. 
From a “what's - happening - and - 


more than the $4,000,000,000 
hich the industry normally 


what-r \ st-we-do” angle, they look 
to the torial pages :— 
And t/ 


litors, ever mindful of their 


leadership position, are filling page 
after page with the kind of helpful 
information needed. Any issue of 
Textile World will give you an exam- 
ple of the fine job they are doing. 
(Copies on request) 

From a “how-can-the-equipment- 
and - supply - manufacturers - of - the - 
country-help-me” angle, they look to 
the ad-pages :— 


And the advertisers, like the editors, 
are filling page after page with the 
kind of information needed in grap- 
pling with today’s plant and operat- 
ing problems—maintenance problems 
— supply problems — material prob- 
lems — as well as with the problems 
of preparing for to-morrow. 


The textile industry invites YOUR 
HELP — its production schedules are 
VAST — its service requirements are 
TREMENDOUS — 
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And, as always, Textile World, with its paid circu- 
lation at the highest mark in its entire history, is 
ideally fitted to carry whatever textile industry 
message you may have “to Garcia'’— it is the rec- 
ognized ‘vehicle of communication to the Textile 
Industry. 

Your move — 


~~ 
ee 
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False Patriotism 

Sabotages Advertising 

® TT HAS BEEN NOTED in several instances 
that certain advertising practices have been cur- 
tailed for the declared purpose of aiding the war 
program through conservation of paper. Unless 
such action is because of misinformation, it is 
nothing short of false patriotism, because reli- 
able sources in the pulp and paper industry have 
repeatedly asserted that, barring labor and trans- 
portation difficulties, there is no apparent danger 
of a shortage of the kinds of paper generally 
used in advertising and publishing. 

Some advertisers have suspended publication 
of long established house organs; others have dis- 
continued issuance of reprints of publication ad- 
vertisements. Both of these phases of advertising 
activity are among those things which contribute 
to maximum effectiveness of the advertising and 
merchandising program as a whole. It has been 
demonstrated time and again that supporting 
publication advertising with direct mail, if noth- 
ing other than reprints of ads together with a 
letter merchandising the material, is a worth 
while investment. 

Those who are giving up their company pub- 
lications, likewise are abandoning an important 
unit in their advertising program. Paradox- 
ically, many new house organs are being 
launched each month, both internal, or employe, 
and external, or sales, types. Internal publica- 
tions are doing a commendable job in stimulat- 
ing the morale of workers by telling them how 
important their work is and the responsibility 
the men and women at the machine and bench 
have in winning the war. 

The great demand for useful information to 
effect time savings and increased output calls 
for the supplemental type of advertising, or in- 
formation service, as represented by the sales or 
technical house organ. Particularly, the types of 
publications put out by The _ International 
Nickel Company, with which most industrial 
marketing executives are acquainted, are major 
contributions to the war production effort. 
There is need for more of these, and surely those 
already functioning should not be dropped. 

Advertising can perform a patriotic service 
in wartime, but not by defeating the purpose 
for which intelligently planned advertising is 
intended. Its greatest function is the dissemina- 
tion of information, economically. The right 
kind of information, factual and spiritual, is 
needed today more than ever. Let’s not allow 
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false patriotism or misinformation interfere with 
it. There’s no printing paper shortage in sight. 
Continue to use it judiciously and effectively. 


Distributors Need Help 
From Manufacturers’ Salesmen 
® INDUSTRIAL DISTRIBUTORS, or mill 


supply houses as they are commonly called, are 
having a difficult time these days in their efforts 
to serve industry in furnishing needed equip- 
ment, supplies, and materials, protect their own 
business structures, and help their suppliers to 
keep their stocks in working condition. Much of 
the problem is directly associated with the pri- 
orities situation and is intensified by the vast 
number of lines the mill supply house sells. 

Obviously, instead of being concerned with 
government regulations on one line cf goods, the 
distributor is involved in the requirements of 
from dozens to hundreds. This has placed 
heavy and costly burden on him and one which 
his manufacturer suppliers can help to lighten 
with a not unreasonable amount of coéperation 
in helping to keep the priorities situation out of 
a snarl. Commenting editorially on the prob- 
lem, Mill Supplies for April says: 

“A frequent distributor complaint goes like 
this: ‘We wish manufacturers’ salesmen were 
more help to us on priorities. The requirements 
of extending ratings and purchasing vary with 
almost every supplier and as it stands now we 
have to work this out by mail. If every sales- 
man calling on us knew what his company 
wanted us to do on priorities we'd have a much 
clearer picture of what our own program ought 
to be.’ 

“A lot could be done if this suggestion were 
generally followed by manufacturers. Much of 
our past trouble has been caused by letters of 
instruction that were not too easy to under- 
stand. Talking it over man-to-man is the most 
effective way of getting results. But the manu- 
facturers’ salesman who carries his company’s 
priority message into the field must be thor- 
oughly versed. Toward this end, several manu- 
facturers now hold regular meetings of thei 
sales staff, discussing priorities exclusively. As 
one distributor recently said, ‘We used to look 
on these fellows as experts.’ Of course it’s a fa! 
cry from experting on drill hardnesses or geai 
ratios to experting on PD-7206. But a gooc 
reputation for knowing one’s stuff is worth 
keeping, no matter what the cost.” 

There’s something to think about. 
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CHARLES M. NEIGHBORS 
group constitutes the Jury of Awards for “Industrial Marketing's” Fifth Annual Competition for Editorial Awards for business paper editors 


H. L. FISHER 





EGBERT WHITE 


Nineteen Awards to be Made for Outstanding 
Editorial Work 


Hundreds of business paper editors plan to enter 


fifth annual competition for editorial achievement 


@ WITH business papers playing 
such an important function in the 
war program by the dissemination of 
useful information to speed produc- 
tion, hundreds of entries are expected 
n INbUsTRIAL MARKETING’s Fifth 
Annual Competition for Editorial 
Achievement. The contest is open to 
ill business papers in the United States 
nd Canada. Entries must be in by 
\ugust 1 

Nineteen awards will be made 
is vear for the best work entered 

six classifications: One First Award 
id two Awards of Merit in each di- 
sion and one Special Award in classi- 
cation six. The classifications are 


follows: 


a For the best series of articles or 
torials on one theme on a definite 


ective appearing in a series of issues. 


2. For the best single editorial or 
cle contributing to the advance- 
t of the field served. This may be 
chnical article or a general article 
ditorial treating a problem con- 
ting the industry and suggesting 
ution. 


3, For the best single issue of a 
cation devoted entirely or prin- 
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cipally to a single subject or central 
theme of major importance to the 
held served. Entries in this classifica- 
tion will not be considered alone on 
their bulk or elaboration, but rather 
on the merits of the project as to its 
definite objective and the tangible evi- 
dence of results achieved or influenced. 


4, For the best illustrative treat- 
ment of editorial material in general. 
Recognition will also be given for out- 
standing work in telling a story prin- 
cipally with pictures and captions. 


5. For the best published research 
initiated by the publication. Data 
may be technical or non-technical and 
may concern any problem or need of 
the field served by the publication. 
Entries will be judged by the impor- 
tance of the need or problem of the 
industry; the originality of the meth- 
od of compiling and presenting the 
facts; usefulness and value of the re- 
search published. This classification is 
intended to recognize and encourage 
leadership by business papers in the 
interests of their readers. 


6. For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional de- 


sign and appropriateness to the edi- 
torial services rendered. A_ special 
award will be made in the classifica- 
tion of the most outstanding typo- 
graphical excellence maintained dur- 
ing the year; this for the purpose of 
recognizing refinements made in pub- 
lications of established high standards 
of design. 

All entries will be judged on the 
importance of the subject matter and 
its value to the field served; the orig- 
inality of the material; timeliness; 
and the skill with which the material 
is written and presented. 

The Jury of Awards for this year’s 
competition comprises John Coakley, 
manager of publicity, Thomas A. Ed- 
ison, Incorporated, West Orange, N. 
J.; Charles M. Neighbors, manager, 
advertising division, The Babcock & 
Wilcox Company, New York; H. L. 
Fisher, president, Rickard and Com- 
pany, New York; Egbert White, 
vice-president, Batten, Barton, Dur- 
stine & Osborn, Inc., New York; and 
Gerry Powell, typographic director, 
American Type Founders Sales Cor- 
poration, Elizabeth, N. J. 
Coakley and Neighbors are, respec- 


Messrs. 


tively, presidents of the Industrial 
(Continued on Page 114) 
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TOP 
Filtering Sugar Cane 


LEFT 
Clarifying Sugar Syrups 


Caavteny Oliver United Filters, Inc. 
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Lyon’s War Program 


mailing. Frequently we make them 
check all of the mailing lists in thei 
respective territories. 

This promotion has produced thou- 
sands of inquiries since the program 
started. Hundreds of the firms send- 
ing inquiries simply wanted our book 
to see if they could do something simi 
lar But, the promotion was worth 
while. Many inquiries have led to 
subcontracts—inquiries dug out of 
the most remote places 

In our current war promotion we 
are emphasizing a point which is 
sometimes overlooked by firms seek 
ing war work. Buyers, whether the\ 
work for Uncle Sam or private indus 
try, are interested in more than ma 
chines. They are interested in men, 
in management, in knowing whether 
1 firm has the “know-how” to handk 
a war contract. Our current maga 
zine advertising features Lyon men 
on our own “War Production Board.” 
‘These men,” the ad reads, “have the 
‘know-how’ that assures satisfactory 
service.” 

In this article we will deal only 
briefly with the very important steps 
of handling the requirements, and 
ordinating action The good work 
iny sales and promotion campaign 
can be nullified eighty per cent if, 
when you get an inquiry, 
trusted to usual routines 

Remember, every war inquiry you 
receive 8 for something vou have 
never made betore What a glorious 
opportunity to pass the buck to 
George Fortunately at the inception 
of this program we set up our own 
War Production Board These men 
meet every day and they discuss and 
vote on every inquiry We get ac 


tron, nor WCK Passin 
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cYOs GETS. SROREETS eC oRreratre® 


to line up defense work, Lyon Metal Products has been running a special campaign in color in addition to its usual product ad 
‘Craftsmen in National Defense,’ and give the reader an idea of the size of the company's plants and type of work it can| 


Represented on this committee are war job. He ran into tremendous 
Production, Sales, Engineering, and interest in the war planning job Lyon 
Development. Purchasing and Finan- was doing. WPB, Chicago, said, “Give 
cial men are frequently called in for it to us in pamphlet form.” Several 
consultation. The chairman, an all national associations made the sam 
around experienced man, reports to request. The result was a book, “How 
the senior sales executive because it 1s One Company Handles the War 
the sales department’s responsibility Production Problem,” which is right 
to follow through on every require- now being widely distributed by 
ment until the contract is obtained. WPB and through a number of trade 

This committee has broken serious associations. 
bottlenecks right and left because Several national magazines are 
theirs is the responsibility to get things running stories concurrent with the 
done and they have the necessary au- appearance of this article. All of 
thority. which might prove that a certain pro 

Less than two months ago, our V.P. motional department had its nose so 
in charge of sales was making some close to the grindstone that outsid 
planned calls on industrial firms to de- ers had to pry loose the best company 


termine how we might improve our story in years. 


THIS IS THE STORY OF 
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EE BRERERER REED How a Most Strategic Material of the War— Inventet 
WHAT PRICE CARBOLOY? ___ in Germany—Was Made Available to the United Nations 
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Alert to the power of advertising in get- 

ting information to the public, General 

Electric Company and its subsidiary, Car- 

boloy Corporation, Inc., lost no time last 

month in denying government charges that 

production of Carboloy was restricted, and 

prices kept high, thus impeding the war 

production program. The page at the right GENERAL @ ELECTRIC 
appeared in 106 newspapers and the ad 

above in business and general magazines — aetna 
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KEEP ’EM FIRING 





TO WIN THIS WAR 


In the national drive for accelerated pro- 
duction, the steel industry is doing magnificent 
work. Throughout the industry, previous 
production records have been smashed and 
new marks are being made from month to 
month. 

You, as a manufacturer of steel plant equip- 
ment, have done much to help in this achieve- 
ment and are no doubt doing just as fine a job 
in your own plant. 

ihe pages of the September Convention Issue 
of the IRON AND SPTEEE-ENGINEER, 


Which will reflect the steel industry’s drive, 







offer you the opportunity to tell what you 
have done and what you will continue to do 
in this effort. 

Through the Convention activities of the 
Association of Iron and Steel Engineers, 
which will be held in Pittsburgh, September 
22, 23 and 24, a considerable extra distribution 
of the September issue will be made and your 
advertisement is sure to reach the key men of 
the steel industry. 

Plan-now to be represented. 
for copy and cuts-August 20. 
rates for this number. 


Closing date 
No increase in 














ADVERTISING VOLUME FOR APRIL ISSUES OF INDUSTRIAL, TRADE, 


Industrial Group 
\er Digest enone weene 167 
Air Conditioning & Refrig 
eration News (w) (11! 2 
x16) 
American Builder & Build 
ing Age 
American Machinist (bi-w) 514 
American Wine & Liquor 
Journal 
Architectural Forum 
Architectural Record 
Automotive & Aviation 
dustries (bi-w) 
Aviation 
Bakers Helper (¢.0.w.).. 
Brick & Clay Record.. 
Bus Transportation 
Industry 
Chemical & Engineering 
News 
Chemical & 
Engineering 
Civil Engineering 
Coal Age 
Construction Digest (bi-w) 
Construction Methods (8% 
x12) 
Cotton 
Diesel Power & 
Transportation 
Diesel Progress (8! 2x! DP 
Electric Light & Power.. 
Electrical Contracting 
Electrical South 
lectrical West re 
lectrical World (w).. 
ngineering & Mining Jour 
nal rer 
Engineering News-Record 
(w) .§1277 
Factory Management & 
Maintenance ...... 256 
Food Industries ..... 79 
Foundry 


Ceram 


E 
I 
I 


(sas ° 

Gas Age (bi-w)......... 

Heating, Piping & Air Cor 
ditioning — 

Heating & Ventilating. 

Hitcheoc k's Machine Tool 
Blue Book (4! 2x6! 2). 

Industrial & 
Chemistry 


Engineering 


Business Paper Copy 
Gains 7.9% in April Issues 


@ FOLLOWING a slight slump in 
March issues, advertising in business 
papers resumed its strong upward 
trend in April and marked up a gain 
of 7.9 per cent over 1941 issues. Total 
volume carried in the four months 
to date was 5.8 per cent greater than 
in the similar period a year ago. The 
computations are based on reports of 
115 publications listed in the above 
tabulation. 

The industrial papers were back in 
their old stride last month carrying 


12.7 per cent more business than in 


68 


AND CLASS PAPERS 


otherwise noted, all publications are monthlies 


standard 7x1-ine tvpe page 


Pages 
1942 1941 

Industrial Power (41/7x6%%) 95 
Iron Age (w) . *387 
Laundry Age ; 46 
Machine Design 125 
Machinery § $263 
Manufacturers Record ... * *40 
Marine Engineering & Ship 

ping Review $2 107 
Mechanical Engineering... 5: 44 
Metal Finishing 48 
Metal Progress 51 
Metals and Alloys : 73 
Mill & Factory ; 173 
Mill Supplies 98 
Modern Machine Shop 

(414x6)y) 214 
National Petroleum News 

(w) : t102 
National Provisioner . 97 
Oil & Gas Journal 

(9x12) §¢/287 *§262 
Oil Weekly (w) . ; *147 
The Paper Industry 

Paper World 55 
The Paper Mill (w) ‘ $87 
Paper Trade Journal (w).* *107 
Pencil Points 66 
Petroleum Engineer 78 72 
Pit & Quarry *56 
Power 
Power Plant Engineering. . 
Practical Builder (101x 

15) 
Printing 
Product Engineering 
Products Finishing 

6! 2?) 
Purchasing 
Railway Age (w) 
Railway Purchases & Stores 
Refiner & Natural Gasoline 

Manufacturer 
Roads & Streets 
Southern Power & Industry 
Steel (w) 
Telephone Engineer 
Telephony (w) 
Textile World 
The Tool Engineer 
Water Works & Sewerage. 
Water Works Engineering 

(bi-w) 
Welding Engineer 


April, 1941, issues and more than five 
per cent more than in March issues of 
this year. The gain over the 1941 pe- 
riod to date reached 10.2 per cent. 
Eighty-five 
this group. 


papers are included in 


Although still below 1941 volume, 
the eighteen trade publications recov- 
ered somewhat as compared with 
March reported 
losses of 10.33 per cent for the month 


performance and 
and 12.7 per cent for the four-month 


period. 


The twelve class publications like- 
wise showed more strength in April 


but were still below 1941 volume 


and have 


Pages 
1942 1941 
Western Construction News 70 68 
Wood Worker i 47 
Wood-Working Machinery 
(4! 9x6! 2) 


Total 
Trade Group 


American Artisan 
American Druggist 
American Exporter 
Boot’ & Shoe Recorder (w) */98 
Building Supply News.... 42 
Commercial Car Journal.. $160 
Domestic Engineering 
Farm Implement News (bi- 
w) 
Hardware Age (bi-w)....7 
Jewelers’ Circular-The Key- 
stone 
Motor 
Motor Age 
Plumbing & Heating Jour 
nal 
Sheet Metal Worker 
Southern Automotive Jour- 
nal 
Southern Hardware 
Sporting Goods Dealer... 
Wine & Liquor Retailer... 


Class Group 
Advertising 
(1034x145) 
American Funeral Director 
American Restaurant 
Hospital Management 
Hotel Management 
Industrial Marketing 
Modern Hospital 
Nation's Schools 
Oral Hygiene 
7 3/16) 
Restaurant Management.. 
School Management (9! 2x 
113%) 10 
Trafhe World (w) 69 


Dw ~10 


ye wal 
w~J 


om 
en & 


oe 


"> 


643 zi 

§Includes special issue. *Includes clas 

sihed advertising Last issue estimated 
tFive issues. +Three issues 


ut permission 


with a 10.8 per cent loss for th 
month and a 6.2 per cent drop for the 
first four months. 

The number of pages carried by 
American Builder and Building Ag 
March were 79 instead of 90 as show 
in the tabulation last month. 


Naussner Succeeds Doyle at Keene 


A. A. Naussner has been placed 
charge of production, advertising s¢ 
ice, and promotion, Keeney Publishi 
Company, Chicago, publisher of Am: 
can Artisan, and Heating, Piping © “ 
Conditioning. Mr. Naussner was ! 
merly in the advertising agency busi: 
and succeeds L. A. Doyle who ente 
the Navy 
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® Unusual Samples? No! The pages of today’s business and industrial publications are packed 


with helpful information for the men on America’s production lines. 
EDITORS are discussing processes, methods, short cuts —MANUFACTURERS are digging 
deep into their data files, tapping their reservoirs of research and experience and putting these 


findings into advertisements that take this vital information on from where it is to where it’s needed. 


TODAY’S MOTTO IS “WHAT CAN I GIVE?” 


Being helpful isn’t a new idea. It’s the normal function of a good business paper. 

But the all-out conversion of peace-time industries to the production of 
implements of war has intensified the need for the kind of services that business 
paper editors and advertisers are so splendidly equipped to render. 


® WHEN machines have to keep going 24 hours a day, seven days a week, 
maintenance is no longer just a problem—it’s THE problem! 


* WITH millions of men—new “green hands”—working at jobs that are differ- 
ent from any they've ever had comes an imperative need for instruction, training, 
supervision. 

* WHEN thousands of technicians, and metallurgists, and draftsmen, and en- 
gimeers are searching ceaselessly for new processes, alloys, applications—their pro- 
ficiency is dependent, to a great degree, upon their supply of ideas, knowledge, 
helpful information. 


* WITH other thousands of key men in America’s mighty army of Production 
facing an ever increasing complexity of problems the need for anything and 
everything that will contribute to their efficiency is vital. 

Yes vital to the winning of this war! 

Industry Looks to Its Own Lines of Communication 
Business papers are vehicles of communication. They are edited for, and talk 
specifically to, men with mutual job interests. 

Where else can you talk with the chemical engineer, on a common ground 
of technica! understanding, but in the technical paper he reads. 

Where can you discuss processes, products and services, informatively and 
helpfully, with the mining man, the metallurgist, the machine tool designer, 
electrical engineer, or any other of the key men in our great Industrial Army, 
but in thos: publications that are specifically designed to serve his basic interests, 
and to which he normally turns for help. 


* . * 


Every man iurer possesses a vast reservoir of technical knowledge about his specific 
ervices. Are you digging deep into yours and contributing the kind of 
't will be helpful to the hard-pressed men on America’s production lines? 


Products or 
information 
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McGRAW-HILL PUBLISHING CO., INC. 


Here’s Help on “WHAT TO SAY” 
in Your Advertising to Specific 
Business and Industrial Fields 


THESE BOOKLETS ARE FREE 


MECHANICAL DESIGN 
(0 What Mechanico! Designers Want in Advertis- 
ing Copy Today. 
(0 Design Activity Under Wor Production. A 
Janvory 1942 survey. 
ELECTRICAL 
(1) "KNOW HOW" Advertising is Helping to Win 
the Wor. Examples from current issues of ELEC- 
TRICAL WORLD. 
(0 How manufacturers are helping solve the prob- 
lems of Electrical Contractors and men in charge 
of electrical departments in large plants. Actual 
advertisements from ELECTRICAL CONTRACTING. 
(0 Technical ond practical dato on the vastly ex- 
ponding electronics field. ‘‘What to soy’ sug- 
gestions for ELECTRONICS’ advertisers. 
CONSTRUCTION 
(0 Whot Advertisers Are Saying to the Engineered 
Construction Industry Today. Actual examples of 
how manufacturers ore making their copy informo- 
tive and productive. 
(1 Engineers and Contractors Tell What They 
Wont to Know About Building Products. 
MINING 
(C0 War Talks on Advertising to Essential Mining. 
How monufacturers are helping mining men meet 
today's problems. 
POWER 
() The kind of advertisements that will interest, 
ond be helpful to, engineers, chief engineers and 
power consultants. 
(C0 Power Engineers Tell What They Want to Know 
About Mechanical Transmission Equipment. 
TEXTILES 
(— How Editors and Advertisers ore contributing 
to the Win-the-Woar Program—in TEXTILE WORLD. 
CHEMICAL 
() Whot Chemical Engineers Want to Know About 
Your Products. 
(CL How to Develop Advertising that Clicks With 
Chemicol Engineers Today. 
FOOD 
0 A Guide to Effective FOOD INDUSTRIES Ad- 
vertising. 
(€ How Your Food Industries Advertising Can Sell 
More Moterials. 
FOR COPIES of this material—for specific or gen- 
eral information on OTHER or ALL fields covered 
by McGraw-Hill Publications—write us direct, or 
consult a McGraw-Hill representative. 
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Marketing Plan 


but to a number of business papers 
and newspapers as well. All hard- 
ware papers gave these releases ex- 
cellent space and a surprisingly large 
number of the other publications also 


Rave the plan mention. 


The company’s advertising, set up 
earlier under the usual appropriation 
system, had called’ for one-third 
pages. Since it was obvious that the 


plan could not be diagramed and ex- 


plained in such small space, a two- 
thirds-page layout was prepared. But, 
when this looked a bit cramped, it 


was decided to go to full pages. 


The company’s salesmen were given thet conceme 
preprints of this advertisement as 
soon as plates were prepared and sent 
out to call on jobbers with reprints 
of the Hardware Age article and a 
broadside to be added to their equip- 
ment as promptly as possible. 

In the client’s own words, the 
One of the 
largest jobbers in the East made plans 


reaction was “colossal.” 


to call a special sales meeting to pre- 


In EXPORT as in domestic advertising . . 


You wouldn't try to market a pharmaceu- 


tical line through the automotive trade. 


The same rule of selection applies to the use 


~+ 


ws 


advertising media. Advertise only to those who can 


profit by buying your goods. 


If your export market is in the Latin 





DONT GROPE FOR YOUR 
MARKETS.../ 


@ Let us send you complete details without obligation. 


dustry, there is 


47) 
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Write today to 


*BUSINESS PUBLISHERS 
INTERNATIONAL CORP. 


(Affiliated with McGraw-Hill! Publishing Co., Inc., and Chilton Co., Inc.) 


xxx **® 330 West 42nd Street, New York City xxxxx 
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American field of construction or i: 
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“*BPIC specialized 
export publication” 
that is custom-made 


for your profitable 


NS ite 
LET’S STANDARDIZE ON Rui 
For National Defense and For Profit 


Now is the time to down and prune off—to elimin. - the 
odd sizes and — wipe out your inventory of slow . ving 
items. By limiting your inventory to fast-moving pro abie 
tules with a0 “deadheads”, you'll gain in four «ays 
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MASTER RULE MANUFACTURING CO. 
Dept. A-1, 815 East 136th Street, N.Y. C 





















Pages in the hardware trade papers told dealers abor 
Master Simplification Plan" and not only how the» 
standardizing on a limited number of Master rules wov 
tribute to the war production program, but also how i 
increase their profits. Note the three suggested sto: 










sent the plan to salesmen as soon as 
the broadside was available. Even 
before the first advertisements ap- 
peared, communications from dealers 
and jobbers began to trickle in from 
the advance editorial publicity, an- 







nouncing their intentions of urging 





other manufacturers to set up similar 
_ plans. The broadside—an_inexpen- 
workmanlike 






sive, fact-crammed, 





piece—was designed as a self-mailer 
for list distribution but also served 
is the “write-to-day-for” hook in the 
advertisements. Originally, 2,500 were 
ordered; two days after delivery, an- 
other 2,500 were needed and ordered. 








A large Midwest jobber whose 
count Master Rule had been trying 






unsuccessfully to crack for more than 





two years, came through with an 
der for $2,000 worth of merchandis 












from the numbers included in 
plan. 

As this is written—only a m 
after the first advertisement app« 
—the plan, designed as _ insu: 
against an uncertain future, has 
ready brought in enough new bus 
to pay many times over for the s 
But far : 
important is the fact that, if 


cost of publicizing it. 
when severe raw material cu 
ments do come, the Master Rule ° 
Company, its jobbers and its d 
will have a manufacturing and 


tribution set-up that will extract 





INDUSTRIAL MARKETING, May, | °*2 








t 


PORRENHT fy 


} 


) seth 





dealers abor 
ly how the 5 
ster rules wou 
ut also how # 
ggested stoct 
























We Did It Once... 
And We’ll Do It Again! 



















“Acclaim” is the one word which described 
the reception of the First Annual Reference 
and Directory Issue of ELECTRONICS, 
published June, 1941. 


A questionnaire to subscribers, sent out last 
August, brought back such spontaneous 


comments as these : 


“Avoids necessity of my own card file. Use- 
ful for signal corps procurement planning.” 
“Maybe I’ve been asleep, but I found many 
more manufacturers of desired material 


than I was aware of.” 


“Something we have needed for a long— 


long time.” 


“The Directory has proved of great value 
in the purchase of a wide variety of equip- 


ment and supplies.” 


“Up-to-the-minute purchasing aid.” 
An over-run, considered ample, has 


long since gone—demands coming 
from all types of industry and from 


many Government departments. This 
first issue is still being used—copies 
worn threadbare —and what adver- 
tiser cannot help but profit from such 


long service of his printed selling? 








The June, 1942, Reference and Directory 
Issue will be more comprehensive, more 


sought after and more used than the last. 


There can be no other issue like it—because 
no other magazine reaches the concentration 
of radio, broadcast and industrial engineers 
found in the list of 18,000 subscribers. No 
other magazine or directory can be mailed 
to such a list because it cannot be bought 


and it cannot be built. 


Decide now to set aside your Directory 
appropriation for conspicuous presentation 
of your products and your manufacturing 
ability in this great issue. You will not only 
reach every important plant, but you will 
penetrate to the individual who buys or 
influences purchase of your product. In 
ELECTRONICS, you get to the man him- 
self—to a man, a dozen, or 200 men in one 


company, depending on its size. 


ve 
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electr Onics " 


A McGRAW-HILL PUBLICATION 
ABC ABP 
330 West 42nd Street, New York, N. Y 
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greatest possible profit and the great- 
est possible benefit to ultimate con- 


sumers from w hat remains. 


Needless to say, the development 
of details—planning, preparation and 
mailing of news releases, conferences 
ind correspondence with editors, 
preparation and production of adver- 
tisements, broadside, reprints and 
preprints, etc.—called for a good deal 
of time and effort relative to treat- 
ment of money actually spent, and in 
this respect provide an excellent ex- 
imple of the possibilities for coopera- 


tion between a small advertiser and 






his agency when operating on an 
equitable fee basis. Once the sim- 
plified line was established, all details 
of advertising, promotion, and pub- 
licity were planned, proposed and 
carried out by the agency. Fifteen 
per cent of the money actually spent 
by the client would have been far 
from sufhcient to enable the -agency 
to break even on the time involved. 
(Three account executives were 
brought in at various times to con- 
tribute the benefit of their specialized 
experience.) However, the question 


of agency compensation did not have 


for accelerating War Production 


M ODEL 1942 Air Conditioning, Heating and Ventilating Equip- 


ment is, in effect, a “Tool of Production” in many plants 


engaged in the manufacture of essential and war materials. As these 


plants expand, additional air conditioning equipment to boost produc- 
tion will be specified. The application of this “Tool” has been fea- 
tured in HEATING and VENTILATING’S Profits-in-Air Series ever 


since defense-production became a necessity. During 1942, this im- 


portant Service will be given maximum value by the execution of the 


following distribution plan: 


Personal copies of industrialized HEATING and VENTILATING will 


he delivered each month to leading production executives, plant man- 


agers and government officials in those branches of Industry where 


Air Conditioning can be best applied as a 


lool for improved production. 


be extra copies sent in addition to HEATING 
and VENTILATING’S total distribution. al- 


ready the highest in the field. The men thus 


reached are the nation’s most 


factors in initiating and influencing decisions 
governing the purchase of air conditioning, 


heating and ventilating equipment. 


These will 


important 








HEATING and VENTILATING 
—by the Publishers of MACHINERY, The Industrial Press 
148 Lafayette St., New York City 





INDUSTRIAL MARKETING, May, 





to come up, fer in this case the agency 
works on a monthly retainer fee in 
addition to the usual fifteen per cent 
commission, which fee, while it makes 
an insignificant dent in the client’s 
monthly sales expense, enables the 
agency staff to jump in energetically 
and apply its best brains to such a 
special job without worrying about 
charging a special assessment. 


Keith Evans Heads ANA 


Industrial Committee 


The Associaton of National Advertise: 
Inc., has named Keith J. Evans, sales pr 
motion manager, In- 
land Steel Company, 
Chicago, chairman of 
its Industrial Com 
mittee 

Fourteen other 
members who will 
serve with Mr. 
Evans on this com- 
mittee are: J F 
Apsey, Jr., Black @& 
Decker Mig Com- 
pany, Towson, Md.; 
Walter A Bowe, 
Carrier Corporation, 
Syracuse, N. Y.:; Al 
lan Brown, Bakelite KEITH J. EVANS 
Corporation, New 
York: R. C. Byler, S.K.F. Industries, |: 
Philadelphia; A. N. Dingee, Electric St 
age Battery Company, Philadelphia; R. | 
Lloyd, The International Nickel C 
pany, Inc.. New York; Theodore Marvi 
Hercules Powder Company, Wilmingt 
Del.; J. N. McDonald, Anaconda Copper 
Mining Company, New York; C. R. Mi 
fatt, U. S. Steel Corporation of Delaware, 
Pittsburgh: George H. Scragg, Whit 
Motor Company, Cleveland; H. M. Shack 
elford, Johns-Manville Corporation, New 
York: H. H. Simmons, Crane Co., C 
cago: John Swenehart, Atlas Powder C 
pany, Wilmington, Del.; E. A. Throck 
morton, Container Corporation of Ame! 
ica, Chicago 


Moule With Republic Aviation 


Tom Moule, formerly account executiv: 
Ralph L. Wolfe Associates, Detroit, 
joined the Republic Aviation Corporat 
as sales manager of the aircraft prod 
division. His headquarters will be in D 
troit. Mr. Moule is a director of NIAA 
and a past president of Industrial M 
keters of Detroit Before entering 
agency field he was advertising mana 
Ex-Cell-O Corporation 


Anthony Joins McGraw-Hill 


Jack Anthony has joined McGraw-! 
Publishing Company, New York, as 
promotion manager of the transport 
group, which includes Aviation 
Transportation and Transit Journal 
was formerly on the copy staff of Bat 
Barton, Durstine & Osborn, New J 
and previously copy chief of Keel: 
Co., Indianapolis 





Neil Conducts Training Course 


E. B. Neil, mechanical engineer, 
ham & Company, Detroit industrial 
tising agency, is conducting a cour 
advanced methods of increasing pr 
tive capacity of plants and machi 
Wayne University’s new curricull 
training industrial workers 
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Is It Advertising? 

Fifty-seven pages of blueprints 
came in from the engineering office 
together with almost twice as many 
closely typed sheets of specifications. 
The engineers had done themselves 
proud ... it was a hot product! 

The sales committee put their 
heads together . . . pricing, discounts, 
deliveries, market applications, and a 
lot of stuff like that. Before they 
got through they had the poor typ- 
ists finger-weary. Then the sales- 
men were called in for a preview 
of the whole works. Well, when they 
got through kicking it all around, a 
few more reams of data were added 
to the growing pile. 

Thus was built the complete story 
on a product what it was, and 
what it would do. 

Now it happened this outfit, like 
all good industrial organizations, was 
a business paper advertiser. So all 
this material dropped into the ad- 
Vertising manager’s lap. “Prepare 
some copy,” they told him. Of course, 
five years ago that would have been 
easy. He could have run that page 


with the lighthouse headed, “Smith’s 
Products Are Dependable” . . . two 
Paragraphs about fifty-oof years of 
business . . . and the line in bold 
fac ital, “Write for latest litera- 
tur 


that, pray tell, was before 


fe All.” So now he’s got to sweat. 
Anc. believe us, it’s a good thing! 
BL 

to one when he took the med- 
1Clr he swallowed the bottle and 
digested the label, too. Overly-con- 
SCle us, he’s going to tell the whole 
sto .. A right to Z... in one 
pag less, or knock himself out 
try Now no little night school 
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Is It Advertising? 


Advertising to Railroads . . . World's 


Smallest “Tell All” Ad... In the Mailbag 


graduate in the audience will deny 
that “tis better to err on the side 
of “too much” rather than “too lit- 
tle,” but it seems reasonable that 
there’s a sensible place to stop. 

Heck, why have an advertising 
manager at all? A memo from the 
engineering department will tell more 
about the product than he'll ever 
know. A letter from the sales de- 
partment will tell more about its 
applications than he’ll ever visualize. 


The only knowledge . the only 





The Copy Chasers’ 
Principles 


@ THE COPY CHASERS base 
their criticism of industrial ad- 
vertising on the following basic 
principles, which they use in 
their own daily chores: 


1], A sound sales idea—true to 
the product, penetrating, re- 
memberable. 


2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make _ reading 
worth while. 

3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth- 
ing boastful, nothing the 
salesman himself would be 
ashamed to say. If necessary 
—good solid “reason-why.” 











talent the advertising man has that 
these other gentry do not have is 
the ability to create ADVERTISING. 

And good advertising is neither a 
sound engineering report nor a snap- 
py sales letter. It’s a proper amount 
of each, a blending of both . . . plus 
a great big dose of those ingredients 
that win attention gain interest 
. arouse desire . . . move to favor- 
able action. And, brother, war or 
peace .. . whether you have a prod- 
uct to sell, or “know how” to give 
away ... we still need these adver- 
tising elements! 

In fact, none of this intended-to- 
be-constructive comment is worth a 
hoot if it isn’t applied here and now 
to today’s advertising problems. Most 
of us have reason to believe our cus- 
tomers are busy as the devil on war 
production and need all the useful 
information we can give them. And 
that is 100 per cent correct! But 
that does not mean, we feel equally 
sure, that we can just pour the stuff 
at them in four-point type under 
deadly headlines, without attractive, 
explanatory _ illustrations. Seek as 
they will for useful information, these 
busy men are still up against the stone 
wall of twenty-four hours to a day, 
so much work to be accomplished, and 
lots and lots of reading to be done. 

Meet them halfway or you may 
not meet them at all! And meet them 
more than halfway if you can. You 
can be even more helpful, even more 
valuable to them and to the war 
effort by making your messages real 
advertising. 

Once in awhile you will have in- 
formation so pertinent and timely 
and valuable that it will need noth- 
ing more than simple exposition. But 
even messages like this will reach a 
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few more people who need it, accom- 
plish @ little more 
editing, with better headline writing, 


with incisive 


intriguing illustration, readable ty- 
pography, more of all the sparkling 
elements of good advertising. 

Look, here is what we mean: 

Elgin Watch—" ‘Pilot to bom- 
OVER TARGET in 2 


Man, how 


bardier 
minutes, 32'/% seconds!’ ’ 
that headlines sparks! And copy hits 
in the same tempo. This is what we 
mean by advertising. 

American Steel © Wire Company 
—"On through the night!” sings the 
headline of this spread, with copy 
panel cutting into a massive bleed- 
off photograph of a power plant at 
night. What a great illustration will 
do for an ad! This is what we mean 
by advertising. 

Hercules Powder Com pany—Some- 
body very smartly set this ad up like 
a page out of a “Primer.”’ Its novelty 
makes it inviting to the normal eye. 
“This is a Soldier,” it says, and con- 
tinues through, “This is a Textile 
Mill”... “This is the Hercules Ex- 
periment Station” . . “This is a 
drop of Yarmor 302-W Pine Oil.” 
Freshly handled little pen and ink 
drawings help, too. See how impor- 
tant originality of approach is? This 
is what we mean by advertising. 

Fafnir Bearing Company—A great 
piece of wartime copy is this, “Philip- 
pine Puzzle: Find the Gun!” Fasci- 
nating news photo of a concealed 
anti-tank gun nest, and copy that 
makes a quick and effective tie-up 
between today’s scarcity of ball bear- 
ings and the picture and head. You 
really cook up something when the 
right elements are blended! This is 
what we mean by advertising. And 
this, also, is our first winner . 
so step up for your citation, 
Llewellyn P. Cottman, copy 
chief, and Herbert F. Thomson, 
copywriter, Horton-Hoyes Com- 
pany, Providence. 

And here, too, is what we mean 
by advertising 

A. W. Hecker’s, 


man on the board has his eye on the 


. because the 


machine.” All about Hecker tool 
engineers and how they work today. 

“My boss and I are in there pitch- 
ing!” Typewriter maintenance dis- 
cussed in an easy manner and with 
useful rules to follow. Courtesy of 
Royal Typewriter, the people also re- 
sponsible for the dinger, “The bugs 


of Borneo are wilder than ever,” one 
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PHILIPPINE PUZZLE ; F/ND THE GON! 
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FAFNIR 


Sat Steereee 


of the best ofhce equipment ads ever 
penned. 

Towmotor Company’s, “Dinner for 
3,000 Babies on Two Forks” which 
has to do with the job Towmotor 
does in load-handling in a baby food 
plant. 

And a fine lighting ad, signed by 
General Electric, “168—Victory has 
been given a New number!” Yes . 
the 168-hour week. And the new G-E 
institutional campaign on “Electron- 
ics,” the page, “Electron’s Child.” 
Here is the story of the almost fan- 
tastic things electronic devices are 
doing now the magic promise 
of greater miracles to come. 

Can’t by-pass the always excellent 
Corning Glass campaign in this col- 
lection. Current page, “Battle wag- 
ons have glass ears maintains 
the same high level as its predecessors. 
Text tells of the Pyrex insulators on 


battleship radio lead-ins, then broad- 


Trasse Mechanical Steels 
SEAMLESS STEEL TORING + COLD FrMISEED Bans 
SUAIWLESS STEELS + S40 ALOT STEELS + SOT BOD 
COLD ROLLED STR AMD SHEETS - WELDED STEEL TUBING 


Ce 


\ 











ens to cover the rest of the Corning 
war story. 

And somewhat in the same tempo 
is Republic Steel’s, ““Mosquitoes—that 
sting with steel and You helped build 
‘em!” which explains where Upson 
nuts and bolts and rivets are being 
used for war, highlighting the sting- 
ing mosquito boat. 

Combustion Engineering’s page, “A 


ed 


Cyclops that sees through Inches 
of Steel,” should certainly rate a high 
reading. The meat and mashed po- 
tatoes behind that headline add up 
to a substantial something. There’s 
a picture of a 1,000,000 volt X-ray 
unit Combustion has in operation at 
its Chattanooga plant to X-ray steel! 
plate, to assure customers really boile: 
drums. Mamma! It’s two and a half 
times greater than the most advanced 
X-ray equipment previously available! 

Here’s another winner for you, 
Peter A. Frasse & Co. The advertise 
ment, “Do You Delay Your Own 
Steel?” Now there’s a question. And 
the copy says it’s being done every 
day because people who think they 
do more often than not don’t know 
their “specs.” And that’s where the 
Frasse Technical Service comes in. 
They have steel, and they have “know 
how,” too... and just to show you 
they’re not fooling, they’ve put a 
coupon in the ad which will win the 
sender-inner a data chart listing 17 
Army and Navy “specs” for carbon 
steels. Author Bernard Dolan, 
advertising manager, gets our 
applause for adept handling of 
this unusual angle. 

(Speciat Note—This is a good 
spot to interrupt ourselves a moment 
and answer any readers who may fee! 
we put too much emphasis on good 
headlines. Well, that’s something w« 
don’t mind pleading guilty to. Good 
advertising, for our money, has & 
start with a good head. We want 
you to know we don’t cheat, however! 
Any ad we select has to have the stuf! 
to support its banner. We aren’t jus! 
silly over “trick stuff.”” But back 
work .. .) 

Vard, Inc. makes taps and gages an 
hydraulics and mirrors and lenses an: 
material like that for the aviation in 
dustry. Precision stuff to a grea 
extent. Thus headline of a curren 
ad is well-chosen, “TARGET! Ot: 
Precision Ends Here!” Above it 1s 
bombardier’s view from a bom 
sight, objective below. Good! Cop 


ties it all up in a package, legitimate! 
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YOUR Products... 


Give ‘em Ideas! . . . “The kind of ads that I take time to 
read are those that show unusual applications, or how a 
manufacturer’s product solved a difficule problem for their 
customer. It may very well give me an idea how I can use it.” 
Remarks this Plant Engineer, Metal Products Manufacturer 


Tell 'em “Where to Get It”... 
formation in any ad is the dope on where to get the prod- 
uct. We run through a book like FACTORY and we spot 
some particular product that we could use. From that point 


“The most important in- 


on, we have to start tracing to find out where we can buy 
it locally. It would be a great help to have, of course, a list 
of distributors. Sure, it will take some more space, but what 
good is the ad without this information in it.” 

Says a Director of Operations, Machine Tool Manufacturer 





J 





What FACTORY Readers Want to know about 


Tell ‘em About Your Research Staff! . . . ““The vendors we 
prefer to work with are those who have capable and in- 
genious research and development men. We would like to 
get all the facts we can on new developments and new 
installations that they have worked out with their customers. 
This is the kind of stuff that’s valuable to us.” 


Points out a Designer of Production, Electrical Products Co, 
Give 'em Experience Data! . “Just shouting that one 
concern’s products are the best doesn’t mean much to me 
when I read an ad. It would be a lot more helpful if the 
manufacturers would give us experience data instead. We'd 
like to know what the product did under certain conditions 
for a certain customer. This kind of advertising in 
FACTORY is not only useful, but we can believe it.” 


Comments this Plant Manager, Office Machine Company 


How YOU Can Help Technical Management... 


Recent studies among FACTORY readers have re-empha- 
sized this basic fact—readers depend on the advertising 
pages, today as always, for job helps. You can help them! 
FACTORY readers want to know HOW your products will 
help them to increase production, HOW your products will 
conserve material, HOW they can get the most out of your 
Products they now are using, HOW and WHERE they can 


FACTORY 


MANAGEMENT & MAINTENANCE 


A McC 





Hill Publication . . . 330 West 42nd St., New York, N. Y. 


ANAGEMENT DOES 
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get your products. These are but a few of the vital things 
which YOU can tell technical management in your advertis- 
ing in FACTORY today. 

These men use, specify and buy your products. Capitalize 
on the proven readership of FACTORY—use its pages nou 
to convey helpful messages to industry’s most potent present 
and future buying influences—technical management. 
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» account of how Dings equipment ing . . . with the mediocre, unfortu 



















































































Here's a product whose sales and . , : 
— - = helps in the reclamation of scrap rub- nately, kind of pushing down the 
profit possibilities are actually | ' P 7 : / ‘ 
increasing in these critical times ber. And Micro Switch ( or poration s, good. 
en ¢ ’ ‘ ‘ | ee 99 . 

: = = Hmm .. .” they said, You Work On the “plus” side of the ledger 
with Exacting Ones, capitalizing we find advertising like Baldwin Lo 
on its customer list comotive’s, “Fast, smooth, safe, low 

| In passing may we re-emphasize, cost switching is yours with a Baldwi: 
too, the importance of good pictures? Diesel-Electric.”” A _ businesslike piec 
Sharp, clear photographs as in a recent of copy with a straightforward ex 
inlté cx W borg spread, ‘How Re- position of the advantages of th 
search is Helping to Create Finishes to product, and the parts that mak 
Meet New Wartime Demands.” Light, it up. 





amusing, but pointed cartoons as in Another locomotive builder. Amer 


d ~- A 
ot ea _ w 
bad \ United States Gypum s, “Painters are ican Locomotive, with a newsworthy 
not Paying <sucets: oe os tn Owens. page, “America in Motion.” This is 
Corning Fiberglas’, Straight Hints “a news summary from national ars¢ 
. ; : about Batteries. Detailed little nal of mobile pow er” and written by 


sketches that simplify or sharpen up Lowell Thomas. It has more of a1 
headlines like Upson Company's, “If 


M Johns-Manville 


Phew «Adeates Fhe institutional flavor than product, but 


you're figuring on any of the govern- is well handled with news captions it 
ment’s Demountable or Prefab Houses 


—Get in touch with UPSON today! 


and interestingly, parallel column lists : ° 
For immediate assistance from 


Vard products. 


e , men who are doing it . . . Call UP- 
n somehow this reminds us to , ’ , . 99 
' SON, Lockport, New York, 2300. 
mention a Westinghouse institutional . . 
And American Pencil ( om pany’s, 


id we're certain you've’ spotted, ee 
i An Offer with a very small string 


Reykjavik off the port bow!” and as 
attac hed! 


which we think is outstanding. inclie. @ nese cheut tenn ‘teil 


With this emphasis on_ headlines, _ 
nesslike. To wit ... when you do 


Socony-Vacuum’s rreat advertising 
: ) : 5 5 have something very important to 


can’t be ignored. Advertising like, 
“When It ‘Groans’ It’s ‘Sick’!” 


and “Liquid ‘Muscle’ for Machines” 


say . . . something that you feel is 
news . . the best way to say it is 


well, like Glenn Martin says, 
is being written by someone who - : 
, , ; Martin Developments in Plastics do 
nows his way around. o 
ae ; More than Save Aluminum.” Or like 
Ditto for much of National Lead’s : 
& ; New Departure plugs the case for 

stuff. Recent page, “Long Red Un- ms : 
. * standard bearings with, “Designers 

derwear for Army Pack Horses. In , : 
can provide for Speedy Bearing Serv- 

case that has you confused the pack . ° . 
; icing in the field.” Or like Homasote 

horses are 400-foot long freight cars. ee , 
Company lays it on the line, “In this 








The air conditioning end of Fair- plant 792 Houses Were Built in 43 
banks-Morse has been doing some Working Days.” 
good work. Fine layout style and ty- Or like Jobns-Manvill does it 
pography, but more important . . . “Here’s a product whose sales and 
good headlines and copy. Here's one profit possibilities are actually increas- 
in a single column, “They Fly the ing in these critical times.” Directed THEY FLY THE WEATHER 
Weather . . . We Make It!” Story, to builders, this advertisement tells 
ind it holds together well, is, “Pilots all about J-M Deluxe Asbestos Flex- ...WE MAKE IT! 
must take the weather as it comes. board, doesn’t cut any corners on that 
But builders of airplanes and other promising headline. You bet it’s 
war materials needn’t let factor) } ye " : . : Pilots must take the weather as it comes. Buj 

. . - 4 , » y , > e ° 

a worthy of being a winner. Spotlight builders of airplanes and other war mat 
weather limit output. Then into on William R. Sweeney, J. Wal- 
the Fairbanks-Morse air conditioning ter Thompson Company please 
‘ > . se. 

story. We rate this a winner. 


Working on the Railroad 








Welcome, Brother E. A. Reeve, 
Henri, Hurst and McDonald, to This is a request assignment. Sev- 
the grandstand. eral people have asked we look at copy 
Here’s a group of three more eftec in the various railroad publications 
tive pieces of copy. DeVilbiss Com and cast our asparagus or posies. And, 
pany’s “Yes . painting ‘Eggs’ is as in other fields, there are targets for 
Defense Work.” (The “eggs” are both here. 
high explosive ten pound mortar Somehow, it does seem easier to FAI R BAN K .. MO R S 
bombs! Dines Maegnetic’s, “Sched- separate them in this field. There 






uled for Reincarnation” which covers appear to be two classes of advertis- Air Conditioners 
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materials. 


the operation of your equipment. 


elimination of waste. 





Four Point Program for Wartime Advertising 


1. The paramount need of the moment is for product infor- 
mation in the hands of those who must procure machines and 


2. A type of information that is almost wholly overlooked in 
present advertising is the availability of your products. 

3. Make a substantial contribution to the Training Within In- 
dustry program by advertising and literature which describes 


4, Issue conservation and maintenance literature explaining in 
unmistakable detail how to secure. the longest life, how to 
make repairs, how to avoid replacement. Preach and teach the 


W. D. Murphy, President, 
National Industrial Adver- 
tisers Association, gives ad- 
vertising managers four 
planks for a Victory adver- 
tising program—From his 
key note address delivered 
at the Midwest Regional 
N.1. A. A. Conference, March 
13, 1942. 








“The Paramount Need of the Moment is for Product Information in the Hands 
of Those Who Must Procure Machines and Materials.” 


Continuing Mr. Murphy says, “I hold no brief for any 
particular type of medium, but at a time when the users 
of your catalog information are changing to a large 
extent unknown, you would do well to consider the 
various consolidated catalogs and directories which are 
now being furnished to all those companies likely to be 


engaged in the war effort.”’ 


Realizing the need of a reference source for catalog 
type of information on engineered products, the 
A.S.M.E. has for 32 years published the MECHANICAL 
CATALOG, a combined catalog and directory. Its 
distribution does not overlap other references. Neither 
does it purport to cover the entire engineering field, but 
it is concentrated on the mechanical field. This makes 


for direct action and eliminates waste distribution. 


In the mechanical field the A.S.M.E. has been 
the outstanding agency in supplying and organizing 
technical information for industry. It re- 

ired a joint and concentrated 

fort, which only such a 

ily can give. Out- 

inding engineers 

ere the contribu- 

rs and its standards 
accepted practice. 

ese are an important 
tor in the Victory pro- 
tion drive. 


is NO exaggeration to 
there is not any single 
p who are more essential 
tional defense than the members of A.S.M.E. 


To conserve their time and make more readily available 
useful product information is an important service. 
Therefore, advertisers who utilize the A.S.M.E. 
CATALOG are performing a genuine service which has 
its patriotic side. 

It has its profitable side, too, because the same things 
which make mechanical engineering of extreme im- 
portance in war time make it have the same importance 
in peace time. Mechanical engineers are pretty perma- 
nent as mechanical engineers and A.S.M.E. members will 
continue to be responsible for the purchase, operation 
and maintenance of equipment constantly required for 
production. 


Compilation of the coming 1943 A.S.M.E. CATALOG 
(32nd Annual Volume) is well along towards completion 
Why not decide now to include YOUR product data in 
this next issue? 
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AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
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typewriter type blended with interest- 
ing sketches. 

Here’s a trim page over the sig of 
the American Arch Company. Head- 
line, “Special Brick Shapes . .. are a 
nuisance.” Four paragraphs of text 
states clearly and quickly that Ameri- 
can is willing to use special brick 
shapes only as a last resort. That over 
50 per cent of all Arch brick is cov- 
ered by six separate patterns. And that 
because American Arch has been sen- 
sibly stubborn enough to follow this 
policy the job for the storekeeper and 
maintenance man is simplified. That’s 
good work done in a single ad. 

Acknowledgment to Roger L. 
Wensley, president, G. M. Bas- 
ford Company, New York 
agency, author. 

This page for Armco Railroad Sales 
Co. looks intriguing. “Standing Room 
Only—but the road went in!” says 
the headline. It’s all about a problem 
ef widening a highway above a rail- 
road cut and how an Armco retaining 
wall prevented the earth slope from en- 
croaching on the railroad tracks. Just 
to make it quicker to get, there’s a 
photo of a section of the wall and 
the railroad plus an easy to follow dia- 
gram of just what was done. So 
simple even we got it! 

The Douglas Fir Plywood Associa- 
tion asks, “Ever ‘ironed’ any Ply- 
wood?” in a half-pager that carries 
on with, “Some day this unique meth- 
od may help you solve a problem!” 
Text is an interesting case study of a 
rowing coach who builds his own 
shells, and shapes the plywood around 
the form by ironing with an ordinary 
steam iron. The angle is that lots 
and lots of folks are discovering new 
uses and new ways to handle this ma- 
terial, and if you're alert you'll write 
for more dope. 


General Electric utilizes four-color 
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work and big display in an_ insert- 
spread to announce to railroaders that, 
“A-C Arc Welding Can Give You 
More Production . . . and at Less 
Cost!” Left hand page carries a case 
study (under a honey of a color photo 
of welder in action) of a $30,000 an- 
nual power saving made by one user. 
Facing page illustrates four welding 
problems—captions explain how G-E 
handles them (with plenty of facts 
and figures in support). Main text 
buttons it all up. 

And here’s another for the winner 
column, a two-color spread _ for 
Franklin Railway Supply Co. The 
story’s in the headline, “33137 in- 
crease in ‘train load-speed’ capacity 
(without increasing the size of the 
locomotive) by application of The 
Franklin System of Steam Distribu- 
tion.” Simplified diagrammatic draw- 
ings, well-labeled, and short copy to 
do the rest. Glad to welcome a 
new advertiser to our honor roll, 
and credit for writing the ad 
goes to Wilbur R. Wensley (now 
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in the army), G. M. Basford 
Company, New York. 

(Boy, oh, boy! Those Wensleys 
sure are hitting the ball; Wilbur got 
another home run last month. Maybe 
we can get him to continue writing 
copy after taps.) 

Thomas A. Edison, Inc. — Two 
spreads studied are both good business- 
like pieces of copy. We feel “Are 
You Taking Full Advantage of 
Straight Primary Battery Operation 
Now?” has more lift to it than the 
second spread, ““A Suggestion to Help 
You . . . Keep Em Rolling in Emer- 
gencies,” but both are good straight 
product ads earmarked for a specific 
group of men facing such problems. 
Not flashy, but sticking right to brass 
tacks. 

Maintenance Equipment Company 
—Homely-looking color page, but 
there’s more here than meets the eye. 
It’s all about curve rail maintenance 
and protection for railroads, and con- 
tains two specific recommendations, 
and no less than twelve benefits deliv- 
ered by Meco Rail & Flange Lubrica- 
tors. Better layout would help folks 
get the story faster, but otherwise 
okay—okay! 

So much for the fair weather side. 
These aren’t all of them, but these 
typify the kind of job perhaps twenty 
five per cent of the advertisers are do- 
ing. (Don’t hold us to that figure, we 
only reviewed one month’s issues.) 
But now for the weak sisters. 

General Machinery Cor poration 
wastes a nice piece of art, some good 
layout in a platitudinous “The First 
Shall Be Last.” Buried in the text is 
the meat of a potent story. 

Woodings-Verona Tool Works 
scrape bottom with, “Why send a boy 
out to do a man’s work? We believe 
we can prove to you if you are not 
using Verona Fixed Tension Trifle» 
Springs on your track bolts, you ar 
sending a boy out to do a man’s work 
May we have the opportunity of pr 
senting our proof?” Somebody su: 
sent out a boy to write this! 

Here’s A. M. Byers Company wit 
something about, “Dependability 
measured in more than dollars toda 
.. . Byers Wrought Iron.” Nation 
Carbon Co. in about the same groo' 
with “Eveready Standard Volta 
Signal Cells for Dependable Sign 
Service.” Thought Old Man Depen 
able had picked up his crutches a1 
sneaked out long ago? 

We're not picking on anyone 
particular. There are examples 




























































IT’ 
in ¢ 
ther 
gett 
men 
out | 


el 
bi 
ne 
an 
TI 


ele 


rol 
the 
ma 


me 
the 


son 
arn 
offic 
Ele 
me} 


lost ¢ 
~Or-b 


McG, 











ud he lary wil tt tabe 7 


IT’S high time we got in a plug for ourselves so, 
in case the foregoing bit does sell you on a copy 
theme, we’d like to suggest the prime vehicle for 
getting that theme (or any other) across to the 
men who keep the electrical wheels turning through- 
out Industry. 


®@ Electrical Contracting counts off some 9000 
electrical contractors as subscribers. These are the 
big and pretty-big boys, the ones who are doing 
new installations, rewiring jobs, conversion work, 
and maintenance for one war plant after another. 
They have to do plenty of repair work these days. 


® And then there are 5000 industrial plant chief 
electricians. Guys who do pretty much the same 
work as the contractor, except they’re on the pay- 
roll of an industrial plant. Plenty of times, when 
they’re in a rush or lack the properly trained 
manpower to do required expansion or conversion 
work, they call in the contractor. Naturally, these 
men are big buyers of repair parts—for it’s 
their job to keep apparatus working. 


® Add a couple of thousand motor-repair shops, 
some strong “buying-influence”’ circulation in the 
army, navy, government agencies, engineering 
offices, etc., and you’ll total up to the 16,000 which 


Electrical Contracting shows on its ABC state- 
ment. 


lost of which represents direct coverage of an “A- 
“or-better”” market, of the men who work on elec- 


LECTRICAL CONTRACTING” 


McGraw - Hill Publication * 330 W. 42nd St., New York, N.Y. 
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trical equipment, of the fellows who do the buying 
and specifying and installing and maintaining. 
This market needs information about your prod- 
ucts—and Electrical Contracting is one of the best 
ways to get helpful, concrete, specific data across 
to electrical men. Write for further information 
about Electrical Contracting’s market; for ‘‘Infor- 
mation Wanted”, a four page folder outlining 
the problems faced by the electrical contractor 
and industrial plant chief electrician today. 


* * * 


ELECTRICAL CONTRACTING offers a TWO-WAY 
APPROACH Zo dhe INDUSTRIAL MARKET for 
ELECTRICAL PRODUCTS, PARTS cos SUPPLIES 
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“Tell-All” Ad-of-the-Month 
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TATTELITE Tells on ‘em! 


Tests Door Bellis, Checks Operation of Relay Contacts. Picks out 
burnt out fuses, Pocket size, 3 to 25-volt range. Tests air-condi- 
tioning and heat controls. Checks telephone, auto, airplane and r 


wiring circuits. Finds blown fuses, ete.. etc.. ete. Full ** 


use"’ 


directions with each Tattelite. Price each $1.75. 90 to 500 volt LITTELFUSE INC 4789 Ravenswood Ave., 
. 


Pocket Type tester, only $1.00. Ask for free catalog 


Chicago, Illinois 





much other advertising in the same 
monotone in the railroad books. May 
be many of them are direct adver- 
tisers, minus the helpful counsel of 
good agencies. In any event, they 
sure need help. They have a long way 
counterbalance the 


to go to good 


stuff. 


Tell-All-Ad-of-the-Month 


Just to demonstrate that you don’t 
need pages or double trucks to do a 
real “Tell All” job . 


eral excellence, too. 


and for gen- 
we point with 
“Tell 


bumped up 


pride to one of the smallest 
All” ads we 


It measures exactly one inch 


have yet 
against. 
by two columns. Its 
Littelfuse, Inc. >. 
TELITI Tests 
Bells, Checks Operation of Relay Con- 
Picks out 


sponsor .. . 
Its story 
Door 


Tells on ‘em! 


tacts, burnt out Fuses. 
Pocket size, 3 to 25-volt range. Tests 
air conditioning and heat controls. 
Checks telephone, auto, airplane and 
wiring circuits. Finds blown-out fuses, 
directions 


etc. etc., GC. Full “use’ 


eac h Tattelite. Price each, 
90 to 500 volt Pocket Type 
$1.00. Ask for free 


Line cut of product, a lit 


with 


Shad Fe 
tester only 
cat ilog.”” 
tle reverse cut showing several appli 
cations, name and address, and there 


you have it. A million words don’t 


make “Tell 
pack into each word. 

the lesson, Merrill 
Chi ago agency head! 


All” ~~ ee what vou 
Thanks for 


Symonds, 


In the Mailbag 
Steel 


tional series in Fortune. Colorful, well 
“"W here Bombers Are 


is story of new bomber plants 


Truscon Com pany—lInstitu 
conecely ed 
Born” 
built in record time with the help of 
Truscon Ferroglas. Any institutional 
program will pack real strength when 
it is directly tied back to th produc f. 
That’s why we think this page so 
much sounder than another headed, 
“Your Ally in War—Your Partner in 
Peace.” This latter is of a more gen- 
eral nature, more typical of the aver- 
and, 


age institutional advertising, 


hence, with its weaknesses of nothing 
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specific to bite into, nor remember. 
Stanley 


pages on 


Tools—Pair of quarter 


irons. 
Head- 
lines pointed to natural audience, no 
tricks. 


electric soldering 


Simple, clean, not crowded. 


“Speed Up Your Soldering,” 
says one “High Speed Soldering 
Electric 


Each ad 


det ailed 


requires the Right Size of 


Iron” counsels the other. 
fulfills 


drawings show product features, and 


promise of headline, 


a booklet, “Expert Soldering,” is of - 
fered for those who want some useful 
soldering info for free. Competently 
done, we'd say. 

Lamson & Sessions—Series of in- 
formative spreads designed to help nut 
and bolt users in several ways. Covers 
such subjects as “Simplification and 
Standardization,” “Conservation of 
Steel and Non-Ferrous Alloys,” and 
a helpful offer of this advertiser’s 
“Know How” in this particular field. 
Only criticism is minor—some of the 
long blocks of copy could be broken 
up with lead-in subheads. Otherwise 
professionally handled. 


Kimberly-Clark—"Food for Fight- 
ers Gets There Safely in Railway Re- 
frigerator Cars Insulated with Kim- 
pak—One of the Busiest materials in 
America!” This long headline is ef- 
fectively staggered in a page devoted to 
the many uses and merits of Kimpak, 
Excellent 


a truly versatile material. 


product delineation. And when you 
get all through reading there’s a han- 
dy coupon to speed more details to 
you. Yes, there’s more product infor- 


mation per paragraph packed into 
this page than we've had the pleasure 
of reading for many a day. 

Electric—Here’s a veri- 


“Better 


Benjamin 
Seeing,” 
all in a two-color double page. ‘How 
Keener Eyes Will Help Win the War!” 


is the head, and under it are a number 


table textbook on 


of explanatory subheads such as, “The 
Human Eye is Like a Camera... It 
Requires Time and Light”—“Light- 
ing Can Save a Million Days a Year!” 
—"“Durability and Maintenance Essen- 
tial Factors in Victory Plant Light- 
ing’ ’—etc. This is as complete a story 


on the subject ever published in an ad- 


even by people with 
a far bigger stake in the lighting mar- 


vertisement . . 
ket than Benjamin. The creators of 
this advertising have done a_ useful 
job. 

Troy Laundry Machinery—One of 
these color pages points out, “Conserve 
Bleach without sacrifice to Quality 
Work” and 
through with three simple steps on 
The other page rec- 
ommends, “How to Stretch your Sup- 
ply of Sour” (that’s a kind of laundry 
bleach, apparently) and down below 
are‘five steps that do the trick. Each 
ad also offers a free bulletin giving 
all the facts. We think this stuff is 
tops anytime—double-tops for times 
like these. 

Michigan Wire Cloth Company— 
This quarter page uses the problem- 


immediately follows 


“How to do it.” 


solution technique with good effect. 
Headline, ““Do You Use Wire Cloth or 
Wire Cloth Products?” Subhead, “'3- 
in-l Answer to Your Problem.” Copy 
then tersely covers “Objective” and 
“Solution.” 
complete comprehension, but perhaps 


Maybe too tersely for our 


wire cloth users will get it in a flash. 

DuPont, Plastics Dept.—Sorry we 
haven’t more space to discuss current 
Lucite campaign in greater detail. 
It’s well thought out, and certainly 
“follows the editors” in informative- 
We especially like “How to 
Form DuPont 
—which is well filled with informa 


ness. 
transparent ‘Lucite’ ” 
tion designed to help aircraft manu 
facturers and their established enclo 
sure suppliers. Long text, but nicely 
little thumbnail 


relieved by useful 


sketches. Good going! 

Pomona Pump Company—Lots ot 
good advertising sense in this outfit’s 
Particularly effective 
are the “How 
Pomonas Solved the Water Problems 
Shaft”—‘‘Po 
monas saved $8,000 on this installa 


current series. 


“case study” pages, 


of the Great Caselton 


Pomona Pump 
Double 


in one-eight 


tion alone!” —‘This 
Doubled the capacity 
the available head . . 
the space!” Better pump advertisi 
than has been published for many 


moon. 


Boo-of-the-Month 


Dying fast, but not fast enough 
puerile pencil pushing like Wer? 
Steel’s “Weirite The 
word for unqualified quality.” L: 
Lee Spring’s, “LEE Quality Springs 


(Continued on Page 98) 
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» 
socomotives Wrist. 


To help win this war 
lydraulic Presses Electric Pum on battlefront and 


‘ < 


industrial front 


‘ire Arms Diesel Engines 
Engineering the design of machines is my job—and 


this is a war which depends mightily on machines. 


‘lectrie Motors Cranes Ca Tell me what your materials, parts, accessory or 


finishes will do. 


Tell me what alternates you have for the things I 


the performance or speed the assembly of 
anything from a tank to a time clock. 


Macuine DESIGN Tell me through MACHINE DESIGN, where I look for 


is edited by engi- ideas, information and data that I can use now, 


neers for engineers, ; 
_ and in the future. 
who design any- 


2 * 
ships Came thing involving 

. motion—from a . 

fs wrist watch to a 7: Design 


lrucks Ge 


locomotive. 


Elec 


MACHINE DESIGN 


PENTON PUBLICATION 
Electric Motors 


i Street Penton Building 520 N. Michigan Ave. 
ORK CLEVELAND CHICAGO 


Ships Hydraulic 


file showing 


coverage of 38,500 Design Executives, 


F J Chief Engineers and Designers in more 
ves Diesel Engines than 8,000 machinery plants. 








PROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 


problems which will be answered in this department, or direct, if requested 





Importance of Catalogs in 
Wartime Advertising 


In discussing industrial advertising 
with the nation at war in the April 
issue, we overlooked an important 
point. Chauncey Williams of Sweet’s 
Catalog Service, rightly picks us up. 
We quote: 

“In answering this question how 
could you miss the one supremely im- 
portant job of industrial marketers 
today — getting essential production 
information into the hands of those 
who need it in speeding up procure- 
ment for the Army, Navy, Maritime 
Commission and war production in in- 
dustry generally? 

"There are about 75,000 important 
active purchasing and procurement 
offices where the utmost speed is need- 
ed in speeding the selection of mate- 
rials and equipment for new plants, 
conversion, and operation of existing 
plants. The industrial marketer’s job 
is to get his product information to 
these ofhces and keep it there instantly 
uccessible to use whenever it 1S 


needed. - 


Using Customers’ Names in 
Case Study Advertisements 


We handle the advertising for a 
firm that uses a lot of business pa per 
space in heavy industry media. The 
advertising we have prepared for this 
client has usually featured installation 
photographs which, up to now, have 
always carried the name of the com- 
pany using the product. 

Recently a poll of this client’s sales 
force brought to light the fact that 
they preferred not to publish the name 
of the customer under the illustration 
or anywhere in the ad, believing that 
this gives competitors “something to 
work on” which might just as well be 
omitted. It is obvious on the other 
hand, that omitting the name under 
the installation photograph takes quite 
a bit of conviction out of the mes- 
sage. 

We would like to check with you 


fo see what your views are on the 


92 


matter and ask whether you can refer 
us to any articles regarding the sub- 
pec t. 

ADVERTISING AGENCY. 


This question of whether to fea- 
ture a customer’s name in connection 
with an installation photograph in an 
advertisement, house organ, etc., con- 
tinually comes up for attention. Usu- 
ally the sales managers are on the fir- 
ing line and worried about keeping 
their customers because they see viv- 
idly and meet continually the direct 
effort of competitors. Advertising 
and sales promotion men feel less con- 
cerned about this problem because they 
do not see the competitor’s challenge 
so vividly, they do not stand to lose 
personally, and they realize the advan- 
tage of the increased interest in the 
advertising when well known custom- 
er names are used. 

Very frequently executives are less 
hesitant in giving publicity to the 
names of their customers in the case 
of large permanent installations that 
are not likely to be duplicated soon. 
However, executives who are furnish- 


ing products that are purchased fre- 
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Women doing industrial jobs are used more 
and more to illustrate copy in English indus- 
trial papers as shown by this page from 
the London paper, “Industry Illustrated” 


quently realize the vulnerability of 
their position and hesitate to disclose 
their customer assets. 

It is no doubt true that there are 
some disadvantages. For _ instance, 
when you feature a customer there is 
reasonable likelihood that at least one 
competitive sales manager is going to 
tear out the ad and shake it in the 
face of the salesman covering that 
territory and ask him why he does not 
get the business. The salesman, in 
turn, is quite likely to place increased 
To offset 


this, however, a customer that has 


pressure on the account. 


given you permission to use his name 
and installation feels more or less that 
he has gone on record as favoring you 
and your services and is usually slow 
to change. In fact, his resistance to 
change is very likely to carry on past 
the period of extra pressure on the 
part of the competitive salesman. 

Sometime ago one company that 
uses many customer photographs in 
its house magazine, including com- 
plete information (in a repetitive line 
of products) checked its sales to 
companies publicized over a _ pe- 
riod of several years and found a 
few decreases in sales after publicity, 
the majority on about the same level, 
and a very much larger number in- 
creasing sales compared to the com- 
panies showing a decrease. 

When one gives full consideration 
to the value of using good names and 
then considers the fact that there are 
very few customers, particularly the 
good ones, that are not on the com- 
petitor’s list, we believe he will come 
to the conclusion that it is safe to 
use the customers’ names and pictures 
whenever this type of advertising will 
fit well into his campaign 


The Old Forgotten 
Envelope Insert 


We have a by-product job on ous 
hands aside from our current task of 
advertising and selling which involves 
the turning in of obsolete and broken 
equipment. We cannot spend much 
money on this job but now with the 
war, the importance of conservation 
looms so large that we are anxious to 
keep this thought constantly before 
our customers.. What are the most 
economical methods? 

ADVERTISING MANAGER. 


Our first recommendation would 
be a revival of the old envelope in- 
sert that used to ride free along with 
almost all correspondence years ago. 
Some companies, of course, continue 


INDUSTRIAL MARKETING, May, 1942 























































~ fas | 








This huge program must be supplied with your 
building materials and equipment. It can’t wait. It’s 
government-demanded. Patriotic manufacturers are 
being called upon for extra effort to speed this huge 
program. 


Buildings to make guns, tanks, motors, airplanes, 
ammunition—building to house army and navy 
personnel—building to house war workers—buildings 
to provide for the expanded food growing and pre- 
serving—buildings, buildings, buildings, must pre- 
cede munitions, trained men and food production. 


This is war! Business is not as usual! Priority red 

tape must be tolerated. Building material and equip- 
ment producers must 
get into the swing. Tell 
contractors, dealers, 
architects, engineers 
how and why they must 
obtain and pass on pri- 
orities to you. 
Contractors, army, navy 
and WPB officials want 
to know what you can 
do to expedite this 





gigantic war construction program. How and where 
to use your materials and products. Why they will 
speed erection, cut costs or serve better. 


PRACTICAL BUILDER’S 75,000 circulation 
reaches not only 90% of the builders who are doing 
war construction, but important army, navy and 
WPB officials, too. The advertisers in PRACTICAL 
BUILDER are aiding the war production program 
by telling this huge readership how, why and where 
to use their products. 


Who are you, Mr. Manufacturer? What are you 
doing to speed up this vital war program? Readers 
of PRACTICAL BUILDER want to know. 


*From address given by 

Sullivan W. Jones, War 

Production Board. 
This leaflet in- 
terpreting new 


WPB construc- 
tion order avail- 


PRACTICAL BUILDER 
59 East Van Buren Street 
ce ww 2 € 2 6S 


on request—write for a copy 




































The Facts about the availability of Printing Paper 
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The diminishing demand for coated and uncoated printing papers ts 
illustrated here. The graphs are accurate projections of the total orders 
recewwed by the mills that comprise the book paper industry; they dis- 
close the fact that the manufacturers of book paper could fil more 


orders- 


if they could get the orders. 
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HERE is no shortage of coated or 

uncoated book papers; there is 
no shortage of materials for making 
them; and there is no shortage of 
manufacturing capacities. The mills 
of the book paper industry are supply- 
ing the needs of their customers, and 
are seeking additional orders. 

Obviously, these circumstances do 
not require any advertiser to pare the 
size or thin the bulk of his printed 
pieces, or to deny himself the use of 
any printed literature that can aid 
in the promotion of sales or in the 
nurturing of customer relationships. 

This statement of facts contradicts 
the current conception that printing 
paper must be conserved; and so it is 
fitting that the facts be examined in 
relation to the circumstances that in- 
duced the misconception. 

The paper industry is not one in- 
dustry, but rather a collection of sep- 
arate industries that consume differ- 
ent materials, and that serve different 
needs. All are not affected alike by 
the circumstances of war. 
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In 1941, the paper board industry 
and the kraft paper industry were 
taxed by the demand for their prod- 
ucts. The consumption of board and 
kraft for packaging was abnormal, 
and government purchases for de- 
fense and for “lend-lease”’ shipment 
were great. Service to commercial 
customers was slowed. 

In 1941, the writing paper industry 
was subjected to a sudden demand for 
paper for the use of federal bureaus 
and the military services. Measured 
in relation to the capacity of the writ- 
ing paper industry, this demand was 
not unduly large, but it required im- 
mediate fulfillment, and so it dis- 
rupted schedules and delayed serv- 
ice to commercial customers. 

Then, early in 1941, warnings of a 
potential paper shortage issued from 
government sources. The warnings 
did not specify the divisions of the 
industry in which shortages might or 
might not develop; they failed to re- 
flect the fact that the military demand 
would not fall alike on all of the sub- 








divisions of the industry. The warn- 
ings were unqualified. 


ARTIFICIAL DEMAND 


The effect of the warnings was to 
impel users of a// classes of paper to 
anticipate future needs, and to hurry 
to supply them while they could be 
supplied. All divisions of the pape: 
industry were subjected to a demand 
for paper that was not needed for 
immediate use, and the demand ex- 
ceeded capacities. 

The book paper industry was sub- 
jected to this demand in the summe: 
of 1941, and an artificial shortage of 
printing papers was thus created. 


DEMAND SUBSIDING 


When America was precipitated 
into the war in December, the de- 
mand for printing papers had already 
begun to subside. Accumulated in- 
ventories tied up capital and floor 
space, and so restrained buying. Re- 
strictions on the use of metals and 
other essential war materials shrank 
the production of civilian products, 
and prompted many commercial bus- 
inesses to curtail their use of printed 
literature. Subsequent large scale con- 
versions from commercial to military 
production were accompanied by a 
curtailment in the use of printed lit- 
erature, and a consequent reduction 
in the demand for printing paper. 


SALVAGING PROGRAM MISUNDERSTOOD 


Currently, another factor is operat- 
ing to shrink the demand for printing 
papers. The government is sponsor- 
ing a nation-wide effort to salvage 
old newspapers and magazines; and 
the significance of this effort has been 
misinterpreted. 

Old papers are a minor source o! 
pulp for the book paper industry, but 
they are a major source of pulp for 
the manufacturers of paper board 
The primary purpose of the salvaging 
effort is to fill the expanded needs 
the paper board industry—so that 
can supply the requirements of | 
military services, and yet deliv 
board for the packaging of foods a1 
other essentials. The government |! 
sought to accelerate the salvaging 
urging conservation of used papers 
a patriotic duty—and indeed it is. 

However, the urgings to conse! 
and salvage used papers have caus 
a proportion of advertisers to beli 
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that it is also a patriotic duty to re- 
frain from using new papers; and this 
belief has been an influence in reduc- 
ing the demand for book paper. 
Thus, the circumstances of war are 
reducing, rather than increasing, the 
demand for printing papers; and gov- 
ernment purchases are not taking up 
the slack, because the government’s 
printing paper needs are relatively 
small. In consequence, coated and 
uncoated printing papers are avail- 
able for the use of business organiza- 
tions that feel a need to maintain 
communications with their trades. 


Probable Availability 


in the Future 


Users of paper are properly inter- 
ested in the answers to two questions. 
Che questions are: ‘“‘Will the manu- 
facture and use of printing papers 
consume materials that should be re- 
served for military needs?” and **Will 
the consumption of printing paper at 
this time be the cause of a future 
shortage?” 

The book paper industry is inter- 
ested in these questions; and the gov- 
ernment, also, is interested. 

In the Fall of 1941, authorized 
representatives of the government 
and of the book paper industry ini- 
tiated a combined effort to define the 
answers to both questions. The an- 
swers have been defined. 

The manufacture and use of print- 
ing papers will not be permitted to 
impair the military effort. The gov- 
ernment controls the disposition of 
all materials essential for the pro- 
eressing of the war; it controls, among 
many other things, the disposition of 
pulps that are used for the manufac- 
ture of printing papers; it is exercis- 

g its control to fill military needs 
hrst of all. 

he consumption of printing paper 

this time will not be the cause of 

uture shortage. In recent months, 
horized representatives of the gov- 
ment have stated publicly that 

y anticipate no shortage of print- 

paper; and those representatives 
id know, for they have partici- 
d in the draughting of a plan to 
lude the development of a 


tage. 


PF OGRAM FOR PRECLUDING SHORTAGE 


nder the sponsorship of the War 
P duction Board, the book paper 
inc ustry has defined a program for 
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conserving pulps at the source, so 
that the supply of pulps for printing 
papers may continue to be adequate 
for civilian needs. 

Necessarily, the program first takes 
into account the government’s need 
for pulp for munitions, for “‘lend- 
lease’ shipment, and for diversion to 
make up shortages of other kinds of 
pulps. Calculations of potential needs 
for these purposes were supplied by 
the government. 

The program encompasses proce- 
dures that may be applied progres- 
sively; and each is related proportion- 
ately to the military need. 

The initial procedure is a simplifi- 
cation of the structure of grades, 
weights, sizes, and colors that are 
standard for book paper. It is a sound 
procedure that should be in effect re- 
gardless of conditions. It should im- 
pose no hardships on advertisers. 

The ultimate procedures would re- 
strict the book paper industry to the 
manufacture of light weights. Those 
procedures would require advertisers, 
magazine publishers, and book pub- 
lishers to use lighter weights, but they 
would spread pulp further, and thus 
make available a maximum area of 
paper for printing purposes. 

These procedures are not in effect 
at this time. Application of the initial 
procedure — simplification — is ex- 
pected at an early date. Subsequent 
procedures will be applied if and 
when the government should deem 
them to be necessary. 


CONSERVATION AT THE SOURCE 


The procedures encompassed with- 
in this program effect a conservation 
of pulp at the source, where the need 
for conservation can be accurately 
measured; and it is believed that they 
provide for all eventualities that can 
now be foreseen. 

So long as pulp is available, print- 
ing papers can be manufactured in 
adequate quantities; for though short- 
ages of secondary materials may pose 
problems and alter qualities, produc- 





tion can be maintained by using alter- 
natives. 


It is evident, therefore, that the 
future availability of printing paper 


is assured to the extent that intelli- 
gent conservation of essential mate- 
rials can provide assurance. 

This is not a complete and unqual- 
ified assurance, for the government 
possesses the power to curtail the 
production of printing paper at will. 

However, the War Production 
Board has devoted much precious 
time to the task of defining a program 
to maintain the supply of paper for 
commercial use. The action of the 
Board in sponsoring and progressing 
this program is evidence of an intent 
to supply military needs at all costs, 
and to allocate remainders so that an 
orderly sustaining economy may be 
preserved. 

Finally, assurances of the availa- 
bility of printing papers must be 
measured against facilities for trans- 
portation. If a shortage of cars and 
trucks should develop, the volume of 
paper delivered to users would be less 
than manufacturing and material ca- 
pacities; and if the need for paper 
should then exceed the delivered ton- 
nage, curtailment of uses would be- 
come necessary. 

The development of shortages in 
facilities for transporting paper is con- 
sidered to be a possibility, but such 
a development can neither be delayed 
nor precluded by curtailing the use 
of printing paper now. Furthermore, 
conservation of paper at this time 
cannot overcome the effect of such a 
development; for accumulated re- 
serves of pulp (or paper) will be of 
little practical value to advertisers if 
the carriers cannot transport the re- 
serves to the point of need. 


It is evident, therefore, that there is no 
condition now existing in the book paper 
industry that should deter an advertiser 
from printing literature that conforms to 
the requisites of good taste and sound 
business pudgment. 
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Better Paper. ee 





Printing Papers 


S. D. WARREN COMPANY, 89 BROAD STREET, BOSTON, MASS. 
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this economical form of advertising 


to good advantage. Perhaps if you 
would include one of your messages 
on conservation in every envelope that 
leaves your plant you might accom- 
plish your purpose at the very lowest 
possible cost. 

The following are two messages 
along this line recently used by a 
leading steel company: 

AMERICA NEEDS SCRAP! 

Without scrap, America’s steel mills can 
not possibly operate at full capacity. This 
means fewer guns, tanks, and ships—so 
lesperately needed by our fighting men 


MAINTAIN Ef fectéue 





There are pieces of scrap around every 
plant—-abandoned machinery, a_ rusty 
shaft, broken rail, old boiler or perhaps 
1 steel-trussed building too costly to re 
pair. Large or small, every piece helps 

Time is precious. Send your scrap on 
its way now. Tomorrow may be too late 

Call your local scrap dealer; he will as 
sure quick action 


* » 


WILL YOU HELP? 

Car Demurrage Rules allow you two 
days free time to unload this shipment 
Release of the car during the first day of 
free time will be a real contribution to 
the efforts of the railroads in furnishing 
transportation to meet the needs of the 
Nation’s Defense Program 

We urge your cooperation 


Comtact \N THE PAPER AND 
PULP MANUFACTURING INDUSTRY 














IN THE ONLY 
A. B. C. MONTHLY 
WITH HIGHEST 
CONCENTRATED 
MILL CIRCULATION 


Paper and pulp mills running at 
capacity, supplying war and 
essential civilian requirements, 
make it doubly important for you 
to stay in touch with the buying 
factors through consistent pres- 
entation of sales facts about 
your products in The Paper 
Industry and Paper World, 
monthly educational news mag- 
azine. 


This magazine gives you the 
highest concentrated circulation 
to the Industry. Approximately 















90% of its circulation goes di- 
rectly to the men in the mills. 
And, the fact that it is a month- 
ly, assures you of readership... 
making your advertising highly 
effective. 


We will gladly confer with you 
concerning the applicability and 
market potential of any product 
for the Pulp and Paper Industry. 
Consult us. 





FRITZ PUBLICATIONS, INC. 


99 EAST VAN BUREN STREET, CHICAGO, ILL. 
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It is also practical to use a small 
box or corner of every advertisement 
to carry such a message. The best 
results, however, will come from tying 
up the sale of new equipment with the 
return of obsolete or broken equip 
ment, just as the government is now 
doing in the sale of tooth paste, shav 


ing cream, etc. 


"Forbes" Announces 
War Conservation Contest 


A new prize contest on “How My Cor 
pany Conserves and Salvages Material 
Vital for War,” has been announced b 
Forbes magazine. Prizes are to be offered 
for reports on conservation and salvage 
programs now in operation which, in the 
judges’ opinion, are the most significant 
most interesting, and of greatest value a 
a guide to others 

Reports should be limited to 1,500 
words and should tell about: plans now 
in operation in business establishments to 
prevent spoilage, conserve tools and mate 
rials, avoid waste at the source; programs 
for re-use of waste materials; campaigns 
for salvage of waste, unused products, 
obsolete equipment. First prize is $100 
War Bond; second prize, $50 War Bond 
third prize, $25 War Bond 


Personnel Changes at 
King Publications 
Don Forster has moved his headquar 


ters from Chicago to San Francisco to 
assume new duties as executive vice-presi- 
dent, King Publications, publisher of 
Western Construction News and Western 
Industry. Mr. Forster was previously 
Eastern manager of the company. He is 
succeeded at Chicago by E. A. Bonfield, 
formerly with Bert S. Gittins Advertis 
ing, Milwaukee. 

The appointment is also announced of 
Arthur G. Lomax as district manager, 
Pacific Northwest office in Seattle. Mr 
Lomax had been with the Western 
Agency, Seattle, for several years spe 
cializing in construction and _ industrial 
accounts 


Warren Joins Rickard & Co. 


Sterling D. Warren has been appointed 
production manager in charge of publica 
tion production, Rickard & Compa 
Inc., New York. Mr. Warran was 
merly production manager, George Bijur 
Inc. Also now with Rickard are David 
M. Howell, manager in charge of print 
ing production, and James Robertson 
director 


Fred Glen Small Dies 


Fred Glen Small, fifty years 
owner of the advertising agency in 
York bearing his name, died at his 
in Rockville Centre, N. Y., March 
after a brief illness. Mr. Small had 
in the advertising field for twenty 
years, serving industrial accounts in 
ticular; in 1929 he organized his ow: 
vertising agency 


Donovan Called to Navy 
formerly in | 


David Donovan, 
chemical Corporation's advertising dé 
ment, is now on active duty at the N 
Air Station, Jacksonville, Fla., as at 
sign. Elon R. Brown, formerly asso« 
with San Antonio's Station KMAC 
with Lambert Pharmacal Company 
Louis, succeeds Mr Donovan 











The present isn't exactly the time for relaxation—and that applies to vigil as 
well as to production. 


While your machinery is going 100% on war work, it is only right that your 
planning should include a thought of what you are going to do next. 


AUTOMOTIVE and Aviation INDUSTRIES reaches more than 30,000 readers in 
the two manufacturing industries which will form an important part of the back- 
bone of post-war recovery. If your war-time advertising is addressed to the 
leaders in these industries, they may help to keep you going when priorities cease. 


| ® 
MTOMOTIVE saned Cocadesn INDUSTRIES 


A CHILTON Publication @ Chestnut and 56th Streets, Philadelphia, Pa 
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| CONTINUED FROM PAGE 90] 


O. K. as Inserted 


All Shapes—All Sizes—All Materials.” 
(That's all the copy in this ad.) Like 
Lake City Malleable’s “Keep "Em Fly- 
ing” (accompanied " jazzy drawing 
of a dodo bird) Like Fairbanks- 
Morse’s, “Scales Geew Obsolete, Too! 
(Yes, illustration is of an old gasoline 
buggy!) Like L. O. Koven’s “CO- 
OPERATION” (Even “Koven helped 
build the new WABC 


” 


Amplifier” 





would be better, it you want us to 
be constructive.) Like Line Mate- 
rial’s, “Sometimes Peas in a Pod are 
NOT ALIKE.” (Sometimes they are, 
and sometimes they aren’t, and why 
don’t people forget it!) Like Gaylord 
“What’s the difference? 
The horseshoe (picture) . a symbol 
of luck left to chance. The Gaylord 
seal (seal) ... a mark of PLANNED 
reliability!” (Aw, fellows!) Like 
Kerite’s, “The careful investor judges 
a security by the history of its per- 


Container’s, 


formance. Kerite, in over three-quar- 


In All Engineering and Construction Fields 





future leaders, 


perience. 


in all locations. 


CIVIL 


waN. fal /: Wy 
WY / 
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Sell to the 974: 


who make the grade 


7.6 of every 100 men who are qualified to apply for 
membership in the American Society of Civil Engi- 
neers fai] to make the grade. 


The 92.4% who pass the rigid requirements are men 
above the level of the field. They are the leaders, or 
in all branches of civil engineering. 
They are selected for their ability, knowledge and ex- 
They are your selected audience. 


Today these leaders are in the war, too, in uniform, in 
shirt sleeves, and in overalls. 
trol of war-time construction in all of its branches and 


CIVIL ENGINEERING is their own publication— 
in many cases their only regular contact with the So- 
ciety —an important part of their professional lives. 
Sell to the leaders through the pages of their own 
publication. 







EN GINEER!™ G 


Today they are in con- 





A SELECTED 
AUDIENCE OF 
SPECIFIERS 
AND BUYERS 
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Civil Engineering - 33 West 39th Street, New York, N.Y. 
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SERVING AMERICA WITH FACT POw'e 
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ters of a century of continuous pro- 
duction, has established a record of 
performance that is unequalled in the 
history of insulated wires and cables. 
Kerite is a seasoned security.” 


(Confidential Note — There’s @ 
WAR on!) 
Boost-of-the-Month 


“So you’ve got a War Contract?” 
says Remington-Rand in a recent page 
in Business Week. Well, apparently 
your troubles are only beginning then. 
Read this excerpt from the second 
paragraph of this interesting adver- 
tisement: 


I just got a war contract. Subassembly 
I get my materials from thirteen different 
sources spread all over the map, and I f 
things together here Have to keep one 
line going on the old product, too 
they're using it on Jeeps. Listen 
I'm putting two ten-hour shifts on this 
job. All new faces and mostly women 
I'm swamped with paperwork. Got any 
ideas, any systems? Ever organized a job 
like this before? I got to start delivery in 
30 days! 


From there in the Remington-Rand 
salesman takes over . .. and very 
usefully for customer and company, 
too. For he carries with him the story 
on more than _ half-a-dozen Kardex 
Visible Systems of Production Control 
to help our war contract worried 
friend. He makes a sale, 
ever wrote this ad makes No. | in 
our hit parade this month. 


and who- 


It’s timely . . . it’s interesting . . . 1 
packs a lot of useful dope, it’s convnc- 
ing. What more should any ad have? 
So, to Author Jerome W. Harris, 
of the Remington-Rand writing 
staff, all praise. 


THe Copy CHASE! 
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DVERTISING 
takes you through the Main 














aluw 
pro- 
1 of 
the 
bles. 
a 
cr?” 
an It’s your admission to the big- 
“ies gest show in all business... the 
ond buying act of the American peo- 
_— ple. You go in the front way, 
ably down the wide aisle, to the best | 
fon seats in the tent. No crawling, | 
_ no chance of being thrown out. 
is There you stay! Business is find- 
es ing that advertising on Cham- 
a pion paper is a most flexible 
” and economical medium for the 
a varying conditions in wartime 
ny, selling. Champion today is furnishing large quantities of pulp 
es for explosives, and business papers for Government. But its | 
eal operations are so large that Champion’s three great mills can 
rried es continue at the same time to serve industry and commerce. 
. HE CHAMPION PAPER AND FIBRE €O., Hamilton, Ohio | 
? MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, TEXAS | 
“TiS. Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope | 
ting and Tablet Writing . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON -« ST. LOUIS - CINCINNATI - ATLANTA 
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[CONTINUED FROM PaGE 16] 


“Produce the PLUS” 


ifested in the production scoreboard 
in the recreation room. It stands 
twelve feet high and is five feet at 
the bottom. Endless blue and red 
ribbons indicate on the thermometer 
scale the production goal for the 
month and the output to date. When 
production is below quota a grinning 
“Tokio Kid” cutout is placed beside 


the board, with balloon saying ‘Pro- 


duction DOW N—Tokio Kid so hap- 


The July issue of the SAE Journal 
takes over—War conditions make it 
impractical to hold the usual SAE 
Summer Meeting— 

Substituting for the Meeting, this 
issue will be the vehicle which will 
bring to the more than 10,000 read- 
ers many of the highly important 
technical papers which were to have 
been presented there. 

Many vital current war engineer- 
ing papers will be printed in full— 
more papers than any single issve 
of the SAE Journal has ever con- 
tained— 

Highlights of data from other 
technical articles and from commit- 
tee activities will combine to make 
this a really great issue— 

In fact, the July issue becomes the 
SAE Summer Meeting on paper— 
with an intense reader interest 
throughout our entire war industry. 


ADVERTISING FORMS CLOSE JUNE 15th 


29 West 39th Street 


py!” The workers insisted that an- 
other one be provided showing the 
Kid with a few minus teeth and black 
eye to be used when the quota has 
been exceeded. 

As the first month of the program 
nears its end, the workers and man- 
agement alike are pleased with its 
New ideas, such as the broad- 
casts and others will be injected from 


results. 


time to time to keep interest high. 
It will tie in with the scrap and sal- 
vage program, War Bond sales drive, 
and other related activities of the gov- 


ernment. Plant rallies will be used 


Now on Active Duty 
WAR 


Summer Meeting Issue 


JULY 


S 
oC. 
* Co: 
ap Ss, 
co SF 
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SAE Journal 


published by 
Society of Automotive Engineers 


e New York, N. Y. 
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only on merited occasions so that 
they will not lose their punch and 
air ot importance. The next one is 
being planned in connection with the 
bond sales drive, popular 


movie star and other prominent per 


when a 


sons will be presented. 
Although Independent 


Tool is not a small organization, it 


Pneumatic 


does not have all the facilities of an 
RCA, whose “Beat the Promise” cam 
widely publicized. 
Therefore, its experience in conduct 


paign has _ been 


ing a program to maintain the morak 
of its workers and make them ever 
conscious of the important role they 
are playing in the war production 
program, possibly better suggests 
what the average industrial advertis 
ing manager can do with limited re 
sources if supported by plenty of 


imagination and ingenuity. 





Clark Made Westinghouse 
Sales Chief 


B. W. Clark has been appointed vic 
president in charge of sales, Westinghousé 
Electric & Mfg. Company, to succeed 
Ralph Kelly who resigned to become 
Baldwin Locomotive Works’ executive 
vice-president 

Mr. Clark was elected vice-president ol 
Westinghouse in 1941, heading merchar 
dising activities; now he will be respon 
sible for supervising the sale of appara 
tus and coordinating all sales of West 
inghouse and its subsidiaries. His head 
quarters will be in Pittsburgh. Mr. Clark 
is also president of Westinghouse Elec 
tric Supply Company, New York, with 
which he has been afhliated since 1925 


Snow Gets Two New Accounts 


Cory Snow, Inc., Boston, has been ay 
pointed to handle all advertising f 
Jones Products Company, Cambridge, 
Mass., maker of Car-Glo, Albionite, and 
various other types of automotive polishes 
and cleaners Business papers, news 
papers and direct mail advertising wi 
be used 

The agency has also been named 
the Electric Sewer Cleaning Compa: 
Watertown, Mass., manufacturer 
power sewer cleaning and pipe cleaning 
equipment and solvent chemicals for 
tic tanks 


] 


Tapscott Re-elected by AAC 


At the annual meeting of the Aut 
tive Advertisers Council, in Cleveland 
month, Charles C. Tapscott, advertis 
manager, McQuay-Norris Mfg. Comp 
St. Louis, was re-elected president R. ' 
Case, Jr.. Thermoid Company, Trent 
N. J., and Carl B. Dietrich, Wagner | 
tric Corporation, St: Louis, were 
officers re-elected 


“Business Week" Appoints Gauss 
E. Wood Gauss has been appo 


promotion manager of Business Wee 
succeed Shelton Fisher, a graduat 
Annapolis, who is now serving wit! 
Bureau of Aeronautics, U. S. Navy 

Gauss was previously with American \ 
azine as promotion manager 
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nning, our 1942 poguam 


—WARNER & SWASEY CO. 


Iron Age, Industrial Finishing, Machine De- 





¢ sign, Machine Tool Blue Book, Machinery, 

ss Metal Progress, Metals and Alloys, Modern 
Machine Shop, Product Engineering, Products 
Finishing, Steel and Tool Engineer. 


It's no wonder with this vast array of in- 
formation on both markets and media in the 
metal producing and working industries, 
Warner & Swasey has discovered that the 
Market Data Book “has everything.” Try it 

| out and see for yourself just how useful it 
rk can be in saving time and effort in your own 


ith studies of markets and media. 


THe Market Data Book 


NEW YORK * CHICAGO * LOS ANGELES * SAN FRANCISCO 
330 W. 42ND ST. 100 E. OHIO ST. GARFIELD BUILDING RUSS BUILDING 
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Industrial 
expositions 








May 4-6. National Industrial Service As- 
soc., Cincinnati, 420 Lexington Ave., 


New York 


May 4-8. National Premium Exposition, 
Chicago 110 Merchandise Mart, Chi 
cago 

May 8-9 International Afhliation of 


Sales and Advertising Clubs, Windsor, 
Ont. 734 Ashland Ave., Buffalo 


ISTRIAL 
| 





May 12-13 


516 E. Monroe St., Springfield, Ill 

May 13-15. Wholesale Stationers Associ 
ation of the U. S. A., Royal York 
Hotel, Toronto, Ont. 250 Fifth Ave 
New York 


May 18-24. National Defense Exposition, 
Industrial-Petroleum-Engineering, Hous- 


ton, Tex., Petroleum Bldg, Houston 

May 25-28. National Association of Pur- 
chasing Agents, Waldorf Astoria Hotel, 
New York. 11 Park Place, New York 

June 3-5. Rocky Mountain Coal Mining 
Institute, Utah Hotel, Salt Lake City 
808 Equitable Bldg., Denver 

June 8-10. American Newspaper Publish- 
ers Mechanical Conference, Chicago 
370 Lexington Ave., New York 

June 8-11. Confectionery Industries Ex- 





WATER WORKS 
S SEWERAGES 


INDUSTRIAL 
MARRETIMG 
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These are among the many successful 
periodicals produced in our plant. 





Shortening the Time between 
“Copy Received” and “Going to Press” 





HEN it comes to publication printing, we really go to town. 


Many leading trade periodicals 
go through WNU regularly, and on some days better than 


books 


a dozen editors 


weeklies, monthlies and year 


‘convene” here to give their pages a final grooming. 


Not only have we the facilities for doing the kind of a job they all 


want, but also the experience necessary for reducing to a minimum 


the time between “copy received” and “going to press.” It takes 


vears to develop such a “talent” . . . 
holding open for tardy advertisers! 


and think what it means when 


Briefly, Western offers you good printing and speed. Add econ- 


omy, another feature, and an easily accessible Chicago location 


and you have an ideal set-up. 


May we tell you more about ourselves ? 


Address 


PUBLICATION DEPARTMENT 
WESTERN NEWSPAPER UNION 


HAYmarket 6100 . . . 210 S. Desplaines St., Chicago 


From Uepy to 


Mailing ALL IN ONE PLANT 








Illinois Telephone Associa- 
tion, Pere Marquette Hotel, Peoria, Ill. 
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position, New York. 232 Madiso 
Ave., New York 

June 8-12. American Medical Associatior 
Atlantic City, N. J. 535 No. Dearbor 
St., Chicago 

June 15-17. National Supply Associatio 
of America, Detroit 45 Milk St 
Boston 

June 15-19. Catholic Hospital Associatio: 
Chicago 1402 S. Grand Blvd., § 
Louis 

June 17-19. American Society Mechar 
cal Engineers, Oil & Gas Power Di 
Peoria, Ill. 330 W. 42nd St.. New 
York 

June 21-24. Advertising Federation 
America, New York. 330 W. 42nd St. 
New York. 

June 21-25. American Water Works As 
sociation, Stevens Hotel, Chicago ? 
E. 40th St., New York. 

June 22-23 National Association 
Packaged Fuel Manufacturers, M« 
rison Hotel, Chicago. 700 N. Qui 
St., Topeka, Kansas 

June 22-25 National Association of 
Building Owners & Managers, Detroit 
134 South La Salle St., Chicago. 

June 22-25. National Association of Cost 
Accountants, Chicago 385 Madisor 
Ave., New York. 

July 20-24. International Baby Chick Ex 
position, New Orleans. 3718 Broadway, 
Kansas City, Mo. 


Aug. 3-6. Automobile Accessories Ex 
hibit, Chicago. 1455 S. Michigan Ave., 
Chicago. 


Aug. 10-12. National Industrial Stores 
Assoc., Cincinnati, 416 Southern Bldzg., 
Washington, D. C. 

Aug. 19-22. National Food Distributor, 
Convention & Exposition, Chicago. 110 
N. Franklin St., Chicago 

Aug. 23-26 National Association of 
Power Engineers, New Orleans. Rm 
1717, 176 W. Adams St., Chicago. 

Sept. 1-11. Building & Constructica 
Trades Council, Atlantic City. 1094 
Broad St., Newark, N. J. 

Sept. 2-5. Roadmasters and Maintenance 
of Way Association of America, Stev- 
ens Hotel, Chicago. 332 Dearborn 
Station, Chicago. 

Sept. 14-16. 
tional Association, Chicago. 
St., N.W., Washington, D. C 

Sept. 14-17. Track Supply Association, 
Chicago. Rm. 2218, 59 E. Van Buren 
St., Chicago. 

Sept. 21-23. Controllers Institute of 
America, Chicago. No. 1 E. 42nd St., 
New York 

Sept. 23-25. National Industrial Adver 
tisers Association, Atlantic City, N. ] 
100 E. Ohio St., Chicago. 

Sept. 27-30. Super Market Institute, St 
Louis. 45 W. 45th St., New York 
Sept. 28—Oct. 1 American Institute 
of Accountants 55th Annual Meeting 
and Business Show, Palmer House, 
Chicago. 13 E. 4ist St., New York. 
Oct. National School Cafeteria Associa 
tion, Chicago. Univ. of Miss., | er 

sity, Miss. 

Oct American Public Works Associa 
tion, Cleveland. 1313 E. 60tl 
Chicago 

Oct American Oil Chemists Soc:cty, 


Advertising Specialty Na: 
1426 G 


Chicago. $09 Poydras St., New 
leans, La 
Oct. 4-6. American Bankers Assoc 


Detroit. 22 E. 40th St., New Yor 


Oct. 4-7. Mail Advertising Service 
ciation, St. Louis. 1005 Park A é 
Bldg., Detroit 


42 



















diso 


atior 


rbor 


latio 


atior 


shat 
Din 
Ne 


n 


ie 2) 


jation, 


Buren 


e€ of 


GC - Se 


stitute 


Jouse, 


42 








et. 5-7 National Stationers Associa- 
tion, Palmer House, Chicago. 740 In- 
vestment Bldg., Washington, D. C. 

Oct. 5-8. International Municipal Signal 
Association, Atlantic City, N. J. 8 East 
4ist St., New York 

Oct. 5-9. National Restaurant Associa- 
tion, Chicago. 666 Lake Shore Drive, 
Chicago 

Oct. 5-9. National Safety Congress & 
Exposition, Stevens Hotel, Chicago. 20 
N. Wacker Drive, Chicago. 

Oct. 7-9. American Oil Chemists Society, 
Chicago. c/o Armour & Co., Chicago 

Oct. 12-15 Mail Advertising Service 
Association - International, Baltimore. 
1005 Park Avenue Bldg., Detroit. 

Oct. 12-16. American Hospital Asocia- 
tion, St. Louis. 18 E. Division St., Chi- 
cago 

Oct. 12-16. 24th National Metal Con- 
gress and Exposition, Convention Hall, 
Detroit. 7301 Euclid Ave., Cleveland 

Oct. 15-17. Federation of Sewage Works 
Association, Cleveland. 22 E. 40th St., 
New York 

Oct. 19-23. The Wire Association, De- 
troit-Leland Hotel, Detroit. 300 Main 
St., Stamford, Conn 

Oct. 25-29. National Lubricating Grease 
Institute, Roosevelt Hotel, New Or- 
leans. 498 Winspear, Buffalo, N. Y. 

Nov. 9-13. National Hotel Exposition, 
New York 221 W. 57th St., New 
York 

Nov. 9-13. American Bottlers of Carbon- 
ated Beverages, Detroit, 232 Madison 
Ave., New York 

Nov. 10-13. National Association of Ice 
Industries, Sherman Hotel, Chicago. 
1706 L St., N. W., Washington, D. C 

Nov. 17-22. National Chemical Exposi- 
tion, Chicago. 110 N. Franklin St., 
Chicago. 

Nov. 30-Dec. 5. National Exposition of 
Power and Mechanical Engineering, 
New York. Grand Central Palace, 
New York 





lron & Steel Exposition Cancelled; 
Convention Will Be Held 


The Iron and Steel Exposition usually 
held in conjunction with the Association 
of Iron and Steel Engineers annual con- 
vention has been cancelled this year. War- 
time need for equipment and materials 
necessary to make up the exhibits prompted 
the suspension of the exposition. The con- 
vention itself will be held in Pittsburgh. 
Sept. 22-24, and will follow the lines of 


an engineering conference 

The American Mining Congress Exposi- 
tion was also cancelled as previously re- 
ported (see IM, April °42, p. 95). 


Mc! henny Promoted 


| > 


JP. Mellhenny has been appointed 


sales manager of General Electric Com- 
Pa air conditioning and commercial 
felriccration department, and has moved 
nis idquarters from Bridgeport to 


Bk eld, N. J. For the past four years 
Mr. Mcllhenny has been sales manager 
Of t\- wiring materials sales section field 


Org ition 
Bart.) to Speak at AFA 

B Barton, president, Batton, Barton, 
Du: & Osborn, will be the keynote 
Spe it the thirty-eighth annual meet- 
ing the Advertising Federation of 
_ Hotel Commodore, New York, 
gan 24. “Wartime Advertising Con- 
ere will be the subject of Mr. Bar- 


ess 
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First-line war production industries — builders of armament, ordnance, aircraft, 
ships and tanks — speed up production and improve their products with modern 
welding and cutting equipment. Vital second-line industries — machine tool build- 
ers, railroads, refineries, textile mills, mines and master plants—also speed up 
production and keep hard-to-replace equipment on the job ... WITH WELDING. 
Welding is today the most important metal fabrication and maintenance process. 
The welding field is today’s one best A-] priority market — it’s the place for you to 
get highest priority orders. 


The A-I Medium 
For This Market 


... is The WELDING ENGINEER. It 
is the only ABC-ABP publication in this 


active, growing market. 


“Arsenals of Democracy” using welding often employ hundreds of welders in a 
single plant. In each of these plants key men direct welding operations. Whether 
their titles are welding engineer, superintendent, supervisor or foreman, they are 
the men who must know what materials, methods, and equipment will get best 
results. It is to these men that The WELDING ENGINEER is directed editorially. 
Circulation is concentrated among such men; and it is to these men—a total 
audience of more than 34,000*—that more advertisers display more welding adver- 
tising in The WELDING ENGINEER than in any other publication. 


Welding needs and uses many different products The WELDING 
ENGINEER’S Annual Directory of the Welding Industry (a copy is yours for the 
asking) lists 200 distinct needs of this field. At one time, welding required little 
more than a simple machine and some wire. That day is no more. Modern welding 
requires, for example, intimate knowledge of the weldability of metals and their 
alloys. It involves many types of rods and electrodes. Accessories, safety clothing, 
pipe fittings, fume collectors, positioners, clamps and many other products play an 
important part in the actual welding operation. Pre-welding and post-welding oper- 
ations involve other equipment that affects the quality and finish of the weld. 


If your material or product enters into the preparation for welding, actual welding, 
or weld cleaning and finishing, look into this A-1 Priority Market. Create accept- 
ance and preference among the men who select products for welding and direct 
their use by taking the direct path to them every month in The WELDING 
ENGINEER. 


Ask today for a copy of The WELDING ENGINEER and details about how it can 
help you develop high priority orders in this strategic market. 


*Based on National Readership survey—details upon request. 


THE WELDING ENGINEER 


PIONEER BUSINESS AND TECHNICAL JOURNAL OF THE WELDING INDUSTRY 
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—_— bass grounds are the 


dream of the angler. Here the 


big ones do not get away. 


@ Virgin circulation is still the 


“Utopia” for the advertiser. 
Screw Machine Engineering has 
it and this has been substantiated 
by obtaining more inquiries from 
an advertisement in Screw Ma- 
chine Engineering than from the 


run PREVIOUSLY in 


other publications. 


same adv. 


@ We can prove this broad state- 


ment. May we? 





Screw Machine Publishing Co., Inc. 
45 Exchange Street 
Rochester, N. Y. 


Please send me a copy of $.M.E., cir- 
culation figures and rate card 


NAME 
COMPANY 
STATE 


ADDRESS (ciTy) 


POSITION 


Se ae 
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[CONTINUED FROM PaGeE 38] 


Opportunities 


(b) Answering a war need 
with knowledge of a ma- 
chine or process. 

(c) Helping to cut down the 
use of some vital material. 

(d) Showing how to convert a 
machine or product to war 

Or— 

2. Contribute to the basic wealth 
of the country by stimulating the sale 
of products which do not detract 
from the war effort. Or— 

3. Contribute to the general wel- 
fare by preserving the market which 
formerly supported the labor, man- 
agement, and production facilities of 
a company through keeping alive its 
trade mark and good will for the 
duration. Or— 

4. Protect the families who will 
become dependent upon a war indus- 
try’s payroll by explaining the ma- 
chines, products, processes or services 
which that industry will have avail- 
able for peacetime industry. 


use. 


Those are the opportunities which 
exist in advertising for both industry 
and government, but they are not 
easy to sell. They aren’t easy because 
only one of them talks the language 
management is used to—the language 
of increased sales. 

All of the rest of them are geared 
to the new phenomenon in business. 
I call this new condition “Selling to 
a Minus Quota.” 

Selling to a minus quota raises a 
lot of questions that have never been 
faced before. It is responsible for 
canceled advertising schedules, for 
salesmen pulled out of territories, for 
inane advertisements, advertisements 
that brag about a company’s war pro- 
duction, for salesmen who hate to go 
near valued customers of a year ago, 
for wrecked jobber relationship, and 
other similar problems. 

Management that is faced by the 
puzzles of Minus Quota Selling needs 
to take advantage of the opportuni- 
paper 
knows it 


ties which exist in business 


advertising. Management 
needs to retain trade relationships. It 
knows that its salesmen will be need- 
ed again, and that their contacts will 
be like money in the bank some day 
in the future. 

The trouble is not that 
management is dumb, but rather that 
all of its techniques have been built 


industrial 











up under the idea of plus quota. Tak 
the matter of sales conferences as a: 
illustration. “Why have a sales con 
ference?” says the sales manager. “| 
would just mean that all of the me: 
would be on my neck, wanting ¢ 
know why their particular custome: 
can’t get- deliveries when they hay 
an AIA rating.” 

The answer, of course, is that any 
sales force will go to pieces, becom: 
soft and ineffective, unless it has an 
objective. A_ sales 
an advertising campaign, 
these new objectives. 


conference, like 
can Set 


If a minus quota is the objective, 
then every technique that used to be 
employed for reaching a plus quota, 
should be adapted to the minus quota 
problem. That’s the only way any 
mechanism, mechanical, 
can be kept first-class 
condition. 

We let our guns rust when we were 
at peace. Let’s not let our machinery 
for peace rust while we are at war. 
Advertising is a mechanism that can 
be adapted to the minus quota ob- 
jective. 


human or 
in effective 


A great many companies who are 
using industrial advertising success- 
fully today are plugging for a minus 
quota! Greenfield Tap and Die tells 
users how to put off buying new taps. 
Benjamin Electric is showing jobbers’ 
salesmen how to say “no” and hold 
good will. Neptune Meter Company 
is telling owners how to keep from 
buying new equipment. Plymouth 
Cordage Company offers a booklet 
which shows how to postpone the 
need for new rope. You know of 
others. The trouble is that the pro- 
portion of advertising by companies 
who understand the principles of 
minus quota selling is much too small 
at the present time. 

If it were larger, WPB would think 
of business paper advertisers as an 
adjunct to production education— 
they would think of them as co-part- 
ners on the job. 

Let’s make up our minds right now 
to sell the principles of minus quota 
sales and advertising operation to our 
business associates. 

What are those principles, agai! 

Why, they’re the same as_ plus 
quota operation—but in the opposite 
direction. 

Human nature is funny. It needs 
leadership to travel in amy direction. 

Advertising—good advertising-~'s 
leadership. 
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Visit Your Local Hospital on May 12— 













































































ie 
t 
. NAT 
LV 
in 
m 
an 
ike i poues National Hospital Day will be celebrated 
Set | i 
as cniaminians for the twenty-second time on May 12, the 
| birthday of Florence Nightingale. Hospitals 
‘a. all over the country will open their doors 
ye . . <n . . 
oF and invite community inspection, so that 
Pi the public may understand the scope and 
ota : 
29, 192 ; ; 
any Merch 29, 1921. character of hospital service. In war time 
cal, even more than in time of peace, the serv- 
lass ice of hospitals is indispensable—main- 
tained and supported by government aid 
— as an essential part of national health 
_s " —s facilities. 
Nar ¥ especial, pleasure at this 
can o expres@ ° inte a the work of the In addition to interesting you as a citizen 
ob- BbHospitel 2 ich seeks to Grouse in a vital community service, the hospitals 
poss ible ig interest in the work : .: 
yee hosbikSM aud similar are worthy of your consideration as a 
ie utiok at N Sperly chosen May market of exceptional value during this 
xe the ann®™ ies rs : h of Florence period of emergency. It is national policy | 
nai nale,as theese te Bemee lobrated as to maintain all necessary facilities for hos- 
saps. al Hospital Day. Just at this time thos Ge pital work, including equipment and sup- 
hers” D are concerned in the administration® Se plies needed to keep hospital service at a 
al affairs are having our attention £ ; = a 
hold very great need of expanded hospital’ high peak of efficiency. Thus products 
pany ties, by re&son of the requirements of required for hospital use have a high pri- | 
a ed soldiers. I can most heartily extend my ority rating, and manufacturers who can | 
re ishes for the most useful results from your, qualify as sources of supply can serve these | 
clet ; beter tae sie | 
‘ he Be ~ hoe > institutions without restriction. 
v of Very truly yours, Let HOSPITAL MANAGEMENT advise | 
at you regarding how best to serve the hos- | 
anes ° . 
‘ ¢ Z als ese stre s days. st as 
a PIs pitals = these strenuous days Ju s | 
ail HOSPITAL MANAGEMENT founded | 
tthew 0. Foley National Hospital Day in 1921, through the | 
chink ive Sec retary, efforts of its late editor, Matthew 0. Foley, 
5s an th Dearborn Street, so it is continuing its editorial leadership | 
jon— », Tl, in aiding hospitals and their suppliers to 
part- maintain the highest standards for the care 
J Pidenta recognition of National Hospital Day, written to late Matthew O. Foley (lower photo), foun- of the sick and injured in every community 
a *y and then editor of HOSPITAL MANAGEMENT. Upper photo is one of Florence Nightingale in America. 
quo 4a ' 
o our } 
il 
slus 
“| HOSPITAL MANAGEMENT 
1s 
I C 
ad The only hospital publication that is a member of both the ABC and the ABP 
c 
ng > 
New Yor: Office: 330 W. 42nd St. Phone Bryant 9-6432 Chicago Office: 100 East Ohio St. Phone Del. 1337 
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We ought to 
BIND IT IN KHAKI! 


—Because the Electrical 
Buyers Reference is 
hard at work in the 
armed forces, too! 


About a year ago we started sending 
the Electrical Buyers Reference to 
army, navy, and government agencies 

the men responsible for purchasing 
electrical products. Requests began to 
pour in, and now there are hundreds 
of copies out working directly for 


Uncle Sam! 


Add to this the bulk of the distribu 
tion to war plant electrical buyers, 
big electrical contractors, wholesalers, 
utilities, manufacturers, etc and 
you've got the “A-2-or-better™ prior 
ity market buttoned up between two 


covers! 


com 


Write tor booklet 


plete information on the new Electri 


our giving 


cal Buyers Reference, now in prep 


aration 


—— ELECTRICAL— 
BUYERS REFERENCE 


A McGraw-Hill Service 


330 West 42nd Street, New York 
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Allis-Chalmers 


tion. Lists of names were submitted 
by the and invitations 
were printed up and sent out from 
the main office. Also, at the show- 
ings, each person attending was given 
a copy of the brochure, thus doubling 
the message contained in the movie. 


managers, 


In many offices, the managers made 
additional plans for 
and lunch to make the movie-showing 
even more of an attraction. 

By showing in different 
offices in the same week, with twenty 
different prints of the film, it was 
possible to cover our whole district 
office only three 
weeks. 

After this period of original show- 
ings was over, the films were again 


entertainment 


twenty 


organization in 


various offices on re- 
quest to local 
societies, clubs, and schools. 

Invariably the district office sales- 
men have been enthusiastic at the 
results of the showing of the film 
to their customers. As a good will 
builder, both now and for the future, 
it has done a first-class job. 

The brochure, too, has handled its 
share of the load. Copies were given 
out at all the movie showings. About 
25,000 copies were mailed to a gen- 
eral list of customers and prospects. 
Another 20,000 were mailed to com- 
pany stockholders and to the board 
chairmen of most leading American 
corporations. Additional copies were 
sent to the governors and congress- 
men of the states in which we have 
plants, and to the mayors of cities 
in which there are plants. All draft 
boards in areas affecting Allis-Chalm- 
Also copies were 


released to the 


loan to engineering 


ers received copies. 
sent to editors of all business maga- 
zines in our many fields. 

Another by-product value of the 
movie and brochure has been in em- 
ploye relations. This Spring we gave 
special service awards and service but- 
tons to the more than 6,000 employes 
been with us than 
Tying in with this giving 


who have more 


ten years. 
made 


of awards, we arrangements 


with numerous local moving picture 


theaters to show our film on _ their 
regular programs. Free admission 
tickets and copies of the brochure 


were given to all employes receiving 
awards. 

And what 
results of the campaign? 


have been the direct 
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1. We have managed to inforn 
our customers of the great demand 
placed upon our facilities by th 
Navy, Army, Air Corps, and indus 
try working for Victory. Of cours 
our big job is to help win the wa: 
But we don’t want our old custome: 
to feel that we are neglecting then 
This campaign, it should be noted 
is based not only on “We Work fo 
Victory,” but also on “We Plan fo 
Peace.” The campaign has helped us 
tremendously in customer relations to 
explain extended shipping dates and 
even turned-down orders. 

2. The campaign also has given 
us the chance to tell our stockholders 
the story of Allis-Chalmers. In a 
company such as ours, manufacturing 
over 1,600 products, there is bound 
to be a lack of familiarity; even 
among stockholders, as to what we 
make. Inasmuch as we have never 
gone in for elaborate annual reports 
or extensive stockholder advertising 
campaigns, we have found that this 
new wartime story of our company 
has been extremely well received by 
these people who, more than all 
others, have a stake in the progress 
of Allis-Chalmers. 

3. We have done a job of morale 
building among the employes of Allis- 
Chalmers, in pointing out to them 
the vitally important role they and 
the company are playing in America’s 
Victory Program. We have told the 
story in a form that seems to have 


been understandable and _ interesting 
to them. 
4. We have stirred up the en- 


thusiasm of our district office sales 
organization. The reports from these 
salesmen have been highly encourag- 
ing. Attendances at the movie show- 
ings have been large and have includ- 
ed the cream of the customer crop. 
The salesmen that the 
paign is doing a real job in helping 
them meet their sales problems during 
this transition period. 


re port cam- 


Cummins Appoints Cavett 


Charles D. Cavett has been appointed 
advertising and sales promotion manager, 
Cummins Diesel Engine Corporation 0! 


New York, a sales division of the manu 
facturing company in Columbus, Ind. Mr 
Cavett had been on the staff of Spencer 
W. Curtiss, Inc., Indianapolis agency. ! 
the past three years 


Riker Joins Crucible 

Frederick J. Riker has become genera! 
manager of a division of Crucible e 
Company, Pittsburgh. For the past ‘™ 
years Mr. Riker was general sales n 


ager of Worcester Pressed Steel Con 
Worcester, Mass 



































HOW DO ADVERTISING MEN 
rt FIT INTO THE WAR PICTURE? 


d us 


a 








is to 
an 
— How can the industrial advertising man help keep the war 
J ers 
In a machine ticking? That’s on your mind and ours, too. And that’s 
ial what several hundred of us are going to compare notes on during 
even the Atlantic City Convention of the N.I.A.A. 
rT we . 
sc Nothing matters today but to win the war. The country is rapidly 
ising being regimented into a wartime social and economic system that 
this , — 
ania recognizes but two classes of citizens: (1) those who produce 
a by weapons, and (2) those who use them. 
II | 
a 
gress al — ; , . 
How does the advertising man fit into a set-up like that? We | 
i believe he very definitely has a job to do. There’s Thomas F. | 
A llis- 
them Joyce of RCA, for instance. He did a lot more for the country 
and . . «“ — , 
Poe with his “Beat the Promise” campaign than he could have done 
Le 
7 operating a shell-turning lathe or squinting through the sights 
nave : : ae " , , 
sting of a Garand rifle. Maybe we can’t do the job Joyce did, but 
there's a lot we can do. You've got some good ideas on this and 
en- 
sales so have we. 
these 
rete Let’s get together at Atlantic City and exchange them. 
show - / 
clud- 
crop. 
cam- 
ping | 
uring TH NNUAL etal tells ONFERENCE | 
} 
ATLANTIC CITY, N. J. | 
ted 
2s, SEPTEMBER 23, 24, 25 
yf 
, | 
Mr | 
| 
| 
NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, Inc 
y HU. | 
Wo 100 East Ohio Street Chicago, Illinois | 
i 
_ | 
42 
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‘HEAT TREATING 
_ FORGING 


Probably at no time in the 
history of the country has 
there been more interest in 
the arts of forging and heat 
treating than right now. Most 
of the steels going into our 
armament must undergo one 
or the other of these proc- 
esses. Therefore, those active 
in the war program are seek 
ing all possible information 
relative to these processes 
and the equipment and mate- 
rials available. Your adver- 
tisement in HEAT TREAT- 
ING AND FORGING will 


receive a welcome reception 
Published by 


STEEL PUBLICATIONS, INC. 
108 Smmithfiela St Pittsbargh, Pa 














PITTSBURGH, 


The June issue of BLAST FUR- 
NACE AND STEEL PLANT will 
contain the important papers which 
will be read at the Iron and Steel 
Institute meeting to be held 
New York, May 21. As only mem- 
bers of the institute will be per- 
mitted to attend the meeting, the 
papers published in BLAST FUR 
NACE AND STEEL 
receive wide attention. Your 
vertisement in this issue will 
most timely as engineers and oper 
ng officials are anxious to learn 


ore about your equipment 
Forms close May 23 
Published by 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 


PLANT will 
ad 


PENNA. 





N.L A. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 































NIAA Conference or go direct to the national NIAA he 


quarters, Chicago, and obtain tree 
Gets Into Verse charge the list of those who are fitted for 





























YOU InpustTRIAL ADVERTISER such positions. People seeking positions 
In passing, may we mention are also invited to list their qualificati 
NIAA’s “War” Convention with the local chapter employment cl 
To be held this next September man. The service is kept strictly 
At Atlantic-—please remember fidential 
Mark that down! Atlantic City! Scott Pattison Heads 
For, my friends, twould be a pity New York Chapter 
Not to get live information 
Which will help us help the nation E. Scott Pattison, account executive, 

G. M. Basford Company, Inc., New York 
Take your boss, if he'll allow you advertising agency, 
There'll be much he'll find of value has been named pres- 
Yes! You'll both go home much wiser ident of the Indus- 
You Industrial Advertiser! trial Advertising As 
Ken Conners, advertising depart- sociation of New 
ment, Leeds & Northrup Company, York, succeeding 
Philadelphia Charles M. Neigh 






bors, advertising 
NIAA Was Formed manager, The Bab 
cock & Wilcox Com 
Twenty Years Ago k & Wilcox Con 





















pany 

The National Industrial Advertisers As Other ofhcers 
sociation will be twenty years old in June elected were First 
The association was formed during a two- vice-president, Gor- 
day session of industrial advertising men don Tuthill, adver 
who attended the Associated Advertising tising manager, Cru- E. S. PATTISON 
Clubs of the World convention in Mil- cible Steel Company 
waukee, June 12-13, 1922. Keith J. Evans, of America: second vice-president, Maurice 
advertising manager, Joseph T. Ryerson J. Phillips, The International Nickel Con 
& Son, Inc., Chicago, was elected presi pany; secretary-treasurer, Bernard Dolan, 
dent advertising manager, Peter A. Frasse & C 














Change NIAA Employment Service EIA to Salvage Old Metal 

























To Meet Wartime Needs For Salvation Army 

Twenty-three employment chairmen, one William L. Sharp, Graphic Arts En 
for each NIAA Chapter, have been ap- graving Co., Philadelphia, chairman ol 
pointed to take charge of employment Eastern Industrial Advertisers’ Salvage 
service for advertising men in the major Committee, has sent a request to members 
industrial areas Numerous changes in to dig into the piles of old engr vings 
personnel due to the war have increased they have stored away and to sort out all 
the need for bringing the benefits of the those over six months old whicl all 
NIAA employment service closer to in likelihood will never be used aga ing 
dustrial advertisers and advertising men then phone the Salvation Army. Arrange 
Each chairman maintains a file of quali ments have been made for the SA to come 
fied managers, assistants, copywriters, pro- in and remove the blocks and take away 
duction men, and individuals experienced the metal. It’s a plan that works three 
in the industrial advertising and sales pro- ways, says Mr. Sharp: it helps t wat 
motion field Employers seeking the help effort, makes a substantial gift to t Sa 
of experienced individuals may call on vation Army, and gives credit ¢ the 
the employment chairman in their district graphic arts industry for salvaged t 








Industrial Marketers of New Jersey who will be hosts to the NIAA Atlantic City Con*s nce 
Sept. 23-25, are rapidly putting finishing touches to the plans for the wartime © ng 


he 
939 





This picture was taken at a session of the general conference committee and member 
similar committee from the New York Chapter which had put on the conference 
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Northern California Gets 
Report on South America 


The challenge South American markets 
esent to United States manufacturers 
s the subject of a talk given by John 
Huttl, Pacific Coast editor, Engineering 

Mining Record, at the April 9 meet- 

of Industrial Marketers of Northern 

Jifornia in San Francisco. Mr. Huttl 

just returned from covering every 

yjor country in Latin America in a 
5,000-mile trip. 

Melville E. Wank, chairman of the 

apter's Committee on War Activities, 

nducted a round-table discussion of 

How Industrial Advertising Can Best 
Serve the Public Interest in Wartime,” 
the first in a series of round-table discus- 

ns planned by IMNC. 

Letters signed by members at the meet 
ing were sent to two members who recent: 
y entered the service: Norbert B. Nolan, 
idvertising department, Columbia Steel 
Company, and Donald Hanson, McGraw- 
Hill Publishing Company, San Francisco 


Nominating Committee 

Formed for EIA 

James S. McCullough, president, East 
‘ Industrial Advertisers, and advertis 
ing manager, Yale & Towne Mfg. Com 
pany, has appointed John E Rooney, 
Geare-Marston, Inc., to act as chairman 
Ye nominating committee. Douglas C 
Miner, advertising manager, E. F. Hough 
t Co and R > Byler, advertising 
manager, SKF Industries, also are serving 
n the committee 


+ +r 


New York Lectures 
Released to NIAA 


The series of lectures on industrial ad 
vertising and marketing which have been 

nducted this season by the Industrial 
Advertising Association of New York 
been released to the National In- 
dustrial Advertisers Association for use 
by all other chapters. It is planned that 
ther chapters will conduct the lec 
series next fall and winter 


Chicago Hears Hurley; 
Sees Allis-Chalmers' Film 


€ most important job that the ad- 
vertising manager can do today is to help 
S war production, Neil C. Hurley, 
Jr ce-president, Independent Pneumatic 
I Company, told the Chicago Indus- 


tri Advertising Association last month 


Mr. Hurley expressed the view that ad- 
vertising during wartime can be even more 
than under normal conditions if 

it eys useful information He out- 
company's “Produce the PLUS” 
which is featured elsewhere in 


thi ( 

frst public showing of Allis-Chal 
mers Mfg. Company's sound film, “We 
\ x Victory and We Plan for 
Py was screened for the meeting 
H M. Kinne of the A-C advertising 
dey nt explained the objective of the 
I distributed copies of the com 
P booklet used in the campaign 
( details of the campaign are pre 
ser sewhere in this issue 


Mas«-Dixon Hears Kelly on 
Ady ‘ising's Role in Wartime 


sing plays a vital part in win 
War because it keeps open the 
I trade, George A Kelly, vice- 
Pullman Company, Chicago 
Mason-Dixon Industrial Adver 
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tisers in Gettysburg at their April 7 meet- 
ing. It helps by keeping munitions build- 
ers up to date on new and faster methods, 
keeping the public informed regarding 
available foods and clothing, and is a 
force in building worker-morale, he ex- 
plained. Mr. Kelly compared the restric- 
tions placed on publicity in Nazi-controlled 
countries to the large amount of informa- 
tion given citizens in this country, with 
the result that knowledge is a source of 
strength. 


The speaker traced the history and 
development of railway sleeping car serv- 
ice from the first one made by Judge 
Pullman in 1858 to the present reservoir 
of about two thousand cars. The Pullman 
Company does not own any railroads or 
engines to move its cars but maintains 


sleeping and parlor cars, with highly 
trained personnel, which may be drawn 
on by the railroads. 

Since launching its national advertising 
program four or five years ago, Mr. Kelly 
said, they have discovered the best appeals 
in their advertising are based on human 
interest. Advertising with short head 
lines, brief copy, and large illustrations 
has proved most effective for them 


McFee Made Life Member 
Of NIAA Toledo Chapter 


William E. “Bill” McFee, manager, 
copy and plans department, American 
Rolling Mill Company, Middletown, O., 
past president of the National Industrial 
Advertisers Association, was made a life 
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The emergency has returned wood 
to scores of its former uses. And more 
important! ... The versatile new ad- 
hesives which make possible an end- 
less variety of plastic-bonded 
ply woods, plastic laminated woods 
and compregnated woods have en- 
abled wood successfully to challenge 
metals in a host of applications. 
In the forefront of this parade 
marches WOODWORKING DIGEST 
— the new name for the 43-year old 
Woodworking Machinery magazine. 
The editorial content now covers the 
entire field—both old and new as- 
pects, presented in Digest form for 
today's busy executives. The circu- 
lation has likewise been greatly 
expanded. 
Write for “tells-all” circular. 


HITCHCOCK PUBLISHING CO. 


508 South Dearborn Street - 


Chicago, Illinois 


Publishers of The Machine Tool Blue Book 
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one of the Primary 
Defense Industries, 
is Definitely on the 
U pswing—Contact it 
through its Accepted 
Medium— 


Mo 
BLACK DIAMOND 2 


NEW YORK—Whitehall Bldg 
CHICAGO—Manhattan Bidg. 


For more than 50 years the lead- 
ing journal of the coal industry 














° is your best medium 
l K ant to advertise to this 
Monthly $14,000,000 .000 


vearly industry. 
CHICAGO 
The biggest industry in 
the United States is the dairy industry and 


FLUID MILK makes up nearly 40% of it. 


CENSORSHIP 
REPRINTS of the six-page article, “Applica- 
tion of Censorship and Military Regulations 
to Advertisers’ Copy," are available at 5c 
per copy. A handy reference guide. Order 
yours today. Industrial Marketing, 100 E. 
Ohio St., Chicago 





The cameraman 
turned in this shot 
taken at the April 2 
meeting of the East- 
ern Industrial Adver- 


tisers. Around the 
table are: Willard 
G. Myers, agency 
head; Joseph S. Hil- 
dreth, vice-president, 
Chilton Company, 
Inc.; S. D. Distel- 
horst, advertising 
manager, Cochrane 


Corporation; and D. 
C. Roberts, Willard 
G. Myers agency 













member of the Toledo Industrial Advert 
tisers Club at its April meeting. A plaque 
consisting of a large copper plate mounted 
on black plasti was presented to Mr. Mc 
Fee in appreciation of his contribution to 
the advancement of industrial advertising 

Mr. McFee. who is now serving as a 
director of the NIAA through the Cincin 
nati chapter, has also been a life 
member of the New Jersey, Youngstown, 


and Cincinnati chapters, and of the na 
1 


made 


tinal associatior 


RCA's Joyce Talks on 
Building Employe Morale 


“Building Employe Morale for Victory” 


was the subject of a talk given by Thomas 


I Joyce, Vice president, Radio Corpora 
tion of America, to the Western New 
England Chapter of NIAA and their 
guests from the Manufacturers Associa 
tion of Connecticut and the Business 
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Editors Club of Southern New Engla 
at Hartford last month. Planned back 
1939 and put into action upon the 

laration of war in Europe, RCA’s “B 
The Promise” campaign (see IM, A 
‘42, p. 28) was making progress 

before Pearl Harbor, Mr Joyce told 


group of over 300 who attended 










special meeting 

Mr. Joyce said the campaign had t 
sold just as any new RCA product w 
be sold and the effectiveness with » 
it has been put over has brought about 
mutual confidence between employes 
employer It has been of great value 
settling disputes, increasing a codperati 
spirit, developing numerous labor saving 
measures and devices, and in boosting pr 
duction, he advised 












Mercready Adds War Duties 


Herb Mercready, sales promotior 
ager, Magnus Chemical Company, 
Garwood, N J ° has also been made 
of a newly created priorities division i1 
the company. In his new work Mr. Mert 
cready will have government 
reports and contacts and 
tions 












C harge ot 





customer 





Black-Out Postpones 
IMNJ Meeting 


The monthly meeting of the Industr 
Marketers of New Jersey, schedule 
April 15, had to be postponed until the 
following week because ot a prearrange 
black-out on that night 








Industrials Win in 
Chicago Ad Competition 


Portland Cement Association, Chicago. 
received first award for the best industr 
publication campaign entered in the a 
competition conducted by the ( g 
Federated Advertising Club which d 
last month Honorary mention wi 
Standard Oil Company of Indiana 

First award for the best trade 
campaign went to Swift & Co., ar 
orable mention to the Toastmaster 
sion, McGraw Electric Company 

Fairbanks, Morse & Co. won first 
for the best black and white phot 
honorable mention going to Abbot 
oratories 

The direct mail catalog award 
Stephens-Adamson Mfg. Company 
rora, Ill., with Portland Cement 
tion taking honorable mention 





Goulds Opens Washington Off 
Goulds Pumps, Inc., Seneca | N 

Y., has established a Washingtot 

ofhce to facilitate handling of gov 

business. J. B. Darden is in charg 
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CONTINUED FROM PaGE 25] 


Westinghouse Supply 


fucure will include both customers 
a competition. We're used to the 
competition and we will very much 
value the customers. 

So we believe our past, present, and 
future clientele should be told again 
and again that the all-out service we 
are now giving to speed war produc- 
tion will inure again to them when we 
all return to the paths of peace. In 
short, we want to hold firmly to their 
good will during the holocaust. 

The Wesco sales organization wel- 
comes our campaign not only because 
t gives them advertising support as 
such, but chiefly because it supplies 
them with a new tool which they can 
use to rivet customer good will to 
them and the company. Ours is ad- 
vertising which they can apply in 
their daily contacts. It tells simply 
and clearly, without any flummery, 
just what Wesco is doing—and why. 
It arms them against non-priority cus- 
tomers who make life miserable with 
demands we cannot fulfill. 

We have nothing to cover up, no 
excuses to make, and no blue sky to 
peddle. We believe all war advertis- 
ing should be rock-bottom stuff. We 
believe it should be specific, timely, 
and helpful. If the Wesco advertis- 
ing campaign meets our own defini- 
tion, we are confident it will pay out 
in good will today and in dollars and 
cents tomorrow. 

The campaign is running in Elec- 
trical Contracting, Electrical World, 
Electric Light & Power, Factory Man- 
gement and Maintenance, Purchasing, 
and Qualified Contractor. Fuller & 
Smith & Ross, Inc., New York, is 
the agency. 


G-E Electronic Control Section 
Headed by Bailey and Cockrell 


wo men in charge of General 
Elect Company's newly organized elec 
tr ntrol section in its industrial 
vision are Allen E. Bailey, Jr., 
f sales, and William D. Cock- 
eer 

ley, who will report to G. R 
inager, industrial control divi- 
een with G-E since 1916, afhili- 
the development of industrial 
Ip} s of vacuum tubes. Mr. Cock- 
re G-E in 1928 


» a 
@o 
3 

~ 
~<. 


Lubricator to Butler 


Advertising, New York, has 
nted by the Hennessy Lubrica 
ny, manufacturers of lubrica 
ent tor locomotive journals, to 
ampaign in railroad and busi- 
tions and direct mail 
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Otton Takes Over War Job lon who was manager of the advertising 


; : in the plastics division until he joined the 
Alfred S. Otton, formerly advertising Pp oe 
. . armed forces. Mr. Wassmansdorf was 
manager, Robins Conveying Belt Com- , 
> : ; transferred from the advertising division 
pany, Passaic, N. J., has been transferred 
; of the appliance and merchandise depart 
to take charge of important productive 
ment in Bridgeport where he was assistant 
assignments the company is now handling : 4 
‘ to H. R. Smith, advertising supervisor for 
in connection with war work. The sales 


heating devices, fans, clocks, and sun 
and production work of the screen cloth B . ; 


department are also under Mr. Otton’'s lamps 

ee. ae Senueng, See Increase Ad Appropriation 

ager, John M. Lupton, succeeds Mr 

Otton as advertising manager American Leather Belting Association, 


New York, has begun its second year of 
advertising with an increased appropria 


Wassmansdorf Succeeds Haylon tion, warranted by the substantial upswing 


Paul Wassmansdorf has been appointed in sales in 1941. A strong industrial paper 
advertising manager of General Electric presentation will feature “The Production 
Company's appliance and merchandise de- Drive” and the “Modern Group Drive.” 
partment’s plastics division at Pittsfield, McLain Organization, Inc., Philadelphia, 
Mass He takes the place of W. D Hay- is the agency 








EacH Mid-December, Mill Supplies publishes its 
Buyers’ Reference Guide, the buying handbook of 
America’s industrial distributors for the subse- 
quent year. Pertinent facts for manufacturers who 
sell through distributors: . 


e@ in alphabetical order are over 3,600 industrial items and 
who makes them. 


e A convenient trade-name index makes it easy for distrib- 
utors to find manufacturers of products ordered by 
trade name. 


e Circulation of 9,000 copies covers not only every sub- 
scriber, but also every known American mill-supply 
house. 


e@ This year’s edition will be the 32nd annual — thus tre- 
mendous everyday usage has been built through a period 


of years. 


e@ Every advertisement is adjacent to the proper classified 
listing. Units range from a full page to a twelfth. 


@ Contract rates apply, and no color can be used in the 
directory section. 


@ The only specialized mill-supply directory, and published 
by the only exclusively mill supply magazine. 


MILL SUPPLIES 2.750027. 2"%2: ABC-ABP 


Since 1911, the ONLY magazine serving distributors and their salesmen exclusively. 
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Fortnightly 


TELEPHONE ENGINEER 


THE 
NATIONAL 
COVERAGE 
TELEPHONE 
MAGAZINE 


WHO ADVERTISED WHAT 
IN THE LAST WAR? 





@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising. 

We can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 


BACON'S CLIPPING BUREAU 







* sk 21% 
22i HW. LA SALLE ST., CHICAGO, ILLINOIS 





WOOD PRODUCTS 


GAN member TOY 
12! in the Field 


Wood Products is the leading technical pub- 
lication covering the entire wood and ply- 
wood producing, designing and fabricating 
industries. Because it is doing an outstand- 
ing editorial job it is doing an excellent 
selling job for its advertisers. The swing is 
back to wood. May we tell you more? 











[CONTINUED FROM PaGeE 33] 


Salesmen 


discover new, successful methods of 
others; be prompt and thorough in 
making daily reports; and many other 
things . And then, what happens? 
Well, here is what happens: just about 
one month after we are out in the 
field we get letters telling us ‘you 
must make more calls per day, you 
are not equalling the required average 
daily calls’ . . . ‘you must make more 
towns per day’ ‘you are a cer- 
tain per cent behind your quota, 
you'll have to hustle harder next 
month.’ In short, there is too much 
pressure on us. Is our logical objec- 
tive to make as many calls as we 
can per day or month, or is it that 
we should render thorough perform- 
ance on each call, building good will 
as well as making sales?” 

That, in substance, is what many 
salesmen have told me. Perhaps some 
sales managers whose meritorious 
plans have brought disappointing re- 


sults might find part of the answer 


Plywood Planes 


Plywood Planes are a reality. Many firms are now 
in production and thousands will be produced for 
military, civilian and training purposes. Readily 
made from a non-critical material, they can be 
produced in quantities with existing facilities, all 
served by Wood Products magazine. This devel- 
opment, encouraged editorially by Wood Products 
for many months, is certain to have far-reaching 
effects. Plan now to tell your sales story to this 
great new market through the pages of 


Wooo PRODUCTS 


@ 431 S. Dearborn St., Chicago, Ill. @ 











What You Say and ' 
TO WHOM YOU SAY IT 








Resuly- 
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Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE 












The success of your direct mail campaign depends fully 
as much upon your ability to reach the right man in 
the right job, as upon the message you deliver. 


With industry in the midst of its greatest turnover of 
. engineering and executive personnel (currently greater 
than 40%), more and more manufacturers are finding 
McGraw-Hill Industrial Mailing Lists the most economi- 
cal and dependable way to deliver their mailing piece 
to the exact man for whom it is meant. 


McGraw Hill's unique position in the industrial field 
enables us to maintain the most comprehensive and 
up-to-date lists available—guaranteed 98° accurate. 
Consider this specialized service in planning your next 
mailing. 


McGraw-Hill Publishing Company 


330 West 42nd Street 


DIRECT MAIL DIVISION 
New York, N. Y. 
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to the question through thinkin 
about what those salesmen said. 

As to the new and changing co: 
ditions, I remember back in the ear! 
days of the depression starting 
1930, a speaker who gravely state 
“There must be NEW salesmanship 
all the old methods are obsolete and 
must be scrapped.” That is one ex 
ample of the pure nonsense inspired 
by the hysteria that always appears 
during wars and depressions. What 
he should have said would run more 
like this: “The errors of commission 


.and omission we have discovered 


should be scrapped; the basic princi- 
ples proven successful we will retain, 
and apply them with greater intelli- 
gence and diligence.” 

By and large, sales management and 
salesmanship have established a fine 
record of accomplishment. That rec- 
ord is certain to be sustained through 
maintenance of poise and sound 
thinking around the new and chang- 
ing conditions. The real menace 
appears to lie in the hysteria that in- 
spires fallacious thinking. 


[CONTINUED FROM Pace 61] 


Editorial Competition 


Marketers of New Jersey and Indus- 
trial Advertising Association of New 
York, chapters of the National Indus- 
trial Advertisers Association. 

The competition is open to editors 
of all business papers published in the 
United States and Canada, without 
restrictions as to type of publication 
or group afhliations. Each editor may 
make as many entries as he cares to in 
any or all of the various divisions. 
Entries must be made prior to Aug. |, 
1942, and awards will be announced 
and presented at the Annual Confer- 
ence of the National Industrial Ad- 
vertisers Association to be held in At- 
lantic City in September. Entry forms 
and complete regulations will be made 
available to all business paper editors. 


McGraw-Hill Opens 
Los Angeles Office 


Due to increased industrial grow!) ™! 
the Southern California area, M Ww 
Hill Company of California is ope: an 
office in Los Angeles in charge of ! N 
Phelan, secretary-treasurer. H. C e 
will be assistant manager 

West Coast editorial offices of A 
will be located in the new ofhc ut 
Western editorial headquarters i 
other McGraw-Hill publications — re 
main in the California company 
quarters in San Francisco 
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Milestones 


in Publishing 


How the business press is aiding in the 








war production program is reflected in a 
spr section of the April Ceramic In- 
dustry illustrating and detailing applica- 
tions for ceramic products in the Army 
and Navy, in industry, for defense con- 
struction, and in substitution for scarce 
materials in civilian needs. Rexford New- 
comb, Jr., formerly the publication’s man- 
aging editor, was called to Washington 
in February by the WPB to serve as ce- 
ramic consultant in the Conservation and 
Substitution Branch of the Bureau of In- 
dustrial Conservation 

* 

To help fulfill the great need for post- 
ers for use in plants to spur the war 
production effort, Steel is including one 
in each issue in the form of an out-fold 
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WAL PRODUCTION CHIET DONALD Mt NELSON ASRS. 








“Are YOU éeung everything 
your power TODAY te pul more 








insert. They are printed on heavy white 


paper in red and blue and measure 15Y)x 
11) inches. Reasonable supplies are of- 
tered to readers 

e 

The series of articles, “Notes on Pro- 

duction,” which have been published in 
Facto Management and Maintenance 
over the last seven years as part of its 
“Plant Operation Library,” have been 
selected for college use by Massachusetts 
Instit te of Technology The twenty- 
three tions are to be published in book 
form by Lew A. Cummings Company, 
Man ter, N H 

o 

Plastics Publishing Company, New 

Bru: k, N. J., has started publication 
of P s Digest which presents abstracts 
and « ts of current literature on plas- 
tics and related products. The publication 
$ 6x hes in page size and the format 
Is § that the editorial items may be 
Paste 5x8-inch cards for reference 
hing ulation is announced as 1,800, 
subs: n rate, $20 for the first sub- 
script nd $5 for each additional sub- 
script to one person at the same ad- 
dress ertising will be accepted. 

. 
Sb at once, National Business 
bony Ltd., Gardenvale, Quebec, 
as d its agency discount on ad 
wertis its annual publication from 
= per cent. <A two per cent 
Casi t is retained 

* 


e importance of speeding up 
t of equipment and materials 
juction, Sweet's Catalog File 
inical industries has reached 
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an all-time high in number of pages which 
will necessitate issuing it in two volumes. 
oe 

An interesting and impressive piece of 
promotion for Contractors and Engineer- 
ing Monthly was issued last month in the 
form of a time schedule of the editor's 
work in the field month by month during 
1941. Editor T. R. Kendall has a port- 
able office in his car and dictates his re- 
ports and articles on a six-volt Dictaphone 
and sends them back to the office for 
transcription. 


Young Reports to Navy 


John P. Young, formerly advertising 
manager, Armstrong Cork Company, Lan- 
caster, Pa., and recently director of ad- 
vertising, Gruen Watch Company, Cincin- 
nati, has reported for active duty as a 
lieutenant in the Navy. He saw active 
service in the Marine Corps in World 
War | 


Heralds Ship Output 


Bethlehem Steel Company, Bethlehem, 
Pa., used sixty-seven full-page newspaper 
advertisements in twenty-five plant cities 
and in New York, Chicago, and Wash- 
ington, last month to herald its zooming 
steel production of merchant and war 
ships. Jones & Brakely, New York, han- 
dled placing of the copy 


Hildreth in New Post 
H. F. Hildreth, formerly sales develop- 


ment manager, commercial refrigeration 
and air conditioning sales, Westinghouse 
Electric & Mfg. Company, Springfield, 
Mass., has been made manager of the 
division 


V. P. Black Advanced 


V. P. Black, advertising manager, Air- 
temp Division, Chrysler Corporation, De- 
troit, in addition to his promotional duties, 
will also direct activities of Airtemp's 
price and order department 


Pansmith With SMH&E 


John B. Pansmith has been appointed 
general manager, Sheldon, Morse, Hutch- 
ins and Easton, Inc., New York. Mr 
Pansmith was formerly managing and 


business editor of Men’s Apparel Reporter 


Indiana Glass Names MacD-C 
The Indiana Glass Company, Dunkirk, 


Ind., has assigned its advertising account 
to MacDonald-Cook Company, South 
Bend 





A center spread from the March issue of 
“The American Druggist" serves as a poster 
druggists can display warning against rumors 











HIGH PRIORITIES prevail for equip- 
ment for Army Camps, Airports, Mili- 
tary Roads and other public work. 


Write for full information. 


PUBLIC WORKS 


310 East 45th St.. New York. N. Y 





DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you. 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Index 





to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing’ or direct from the publishers 





$30. Contracts You Can’t Enforce. 


A number of case studies where 
construction companies entered into 
contracts, believing them binding on 
both parties, but which proved to be 
faulty are reviewed in this booklet, 
together with the reasons why the 
contracts could not be enforced. Pub- 
lished by the Corporation Trust Com- 


pany. 


§31. How to Develop Advertising 
That Clicks. 

Reproductions of advertisements 
that appeared in Chemical & Metal- 
lurgical Engineering and which rated 
high with readers, are displayed in 
this folder. It gives a good idea 
of the kind of advertising which ap- 
peals to readers and offers an opportu- 
nity to check up on reader-interest. 


§32. Why Advertise Now? 

This booklet gives four good rea- 
sons for advertising during wartime 
und suggests that the advertiser, in 
order to advertise most wisely, take 
advantage of the experience of adver- 
tising agencies. It tells how the be- 
ginner may also profit by the services 
of the agency in advertising in a fast- 
changing market. Published by Van 
Sant, Dugdale & Company, Inc. 


§33. Wartime Bulletin. 

This is the first bulletin in a series 
issued to keep readers informed of 
the news and regulations that affect 
the production of books and catalogs. 
Published by W. B. Conkey Company. 


534. ABC—Self-Regulation in the 
Advertising and_ Publishing 
Industry. 

This booklet reviews the objectives 
ind accomplishments of ABC and 
describes the form of organization. 
Iwo full-page charts are shown, il- 
lustrating the percentage of ABC- 
audited circulation to the total paid 
circulation of publication media in 
the United States and Canada. Pub- 
lished by the Audit Bureau of Circu- 


lations. 


§35. Graphic Arts Films Available. 

A revised edition of a data sheet 
consisting of an informally compiled 
bibliography of some outstanding ed- 


ucational films on the subjects of 
graphic arts production and products 
of special interest to advertising and 
marketing groups. Compiled by Ed- 
ucational Department, Lithographers 
National Association, Inc. 


536. “Know How” Advertising |: 
Helping to Win the War! 

This folder discusses the functions 
that advertising can perform during 
a war economy and shows graphically 
the advertising trend in leading busi- 
ness and general magazines during 
1941. Published by McGraw-Hill 
Publishing Company. 


§37. Advertising That Meets To- 
day’s Needs and Builds for 
Tomorrow. 

This thirty-two-page booklet con- 
tains examples of copy that are help- 
ful, informative, and _ productive. 
It’s a report of what advertisers are 
saying to the engineering construc- 
tion industry. Features fourteen ad- 
vertisements which are analyzed from 
the standpoint of why they help read- 
ers and advertisers. Published by 
Engineering News-Record. 


38. Things Weren’t the Same 
When Rip Van Winkle “Came 
Back.” 

This cleverly illustrated folder pre- 
sents a discussion between Old Timer 
and Young Sales Manager on the rea- 
sons for continuing advertising dur- 
ing wartime. Some new slants are 


given. Published by Bakers’ Helper. 


498. What to Tell, How Much to 
Tell, How to Tell It. 

A twenty-eight page booklet pre- 

pared to aid the catalog designe who 


wishes to present information on his 


products to buying factors the 


building market. The booklet covers 
cata- 


-W ho 
need 


the fundamentals of designing 
log from the buyers’ viewpoint 
the buying factors are, what th: 
to know (shown graphically in a four 
page check list), how to organ the 
information and make it easy find, 
read, and comprehend, design the 
visual unit, the choice and ar: inge 
ment of illustrations, and the p: ntial 
values of cover and index. Pu‘ ished 
by Sweet’s Catalog Service. 
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